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ABSTRACT  
 
On the Internet, trust and security issues are important and will become more important as 
financial transactions continue to grow. ‘Good looking design’ and ‘professionally-designed’ 
websites influence people to believe that a particular website is trustworthy.  
The purpose of this study was: (1) to discover how graphic images on the context of 
bank websites, especially human photographs, effectively increase trust, (2) to define the 
structure of a website that people prefer to use, and (3) to examine how credibility is 
concerned with colors on a bank website. 
The methodology used includes developing a bank website prototype design for the 
three components and designing a self-administered, web-based survey, and its 
questionnaires. The results, as determined by this study, revealed distinctions between gender 
and racial groups. There were significant correlations between design elements and 
demographic groups (gender and race) 
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CHAPTER 1. INTRODUCTION 
People, who use the Internet consistently, are finding it more difficult to live without it. 
Internet users are increasingly becoming very dependent with the WWW (World Wide Web), 
since almost anything is possible to find or do. Examples include directories, maps, 
messaging via various forms, games, purchasing, online banking, information about any 
subject, and news, to name a few. However, security is also fast becoming a big issue with 
Internet users, which leads to the issue of trustworthiness. Online users are always afraid 
their information might be compromised, stolen, or used fraudulently on their accounts or 
online stores, where they order products. Some people shop at online markets such as 
amazon.com, ebay.com, expedia.com or other e-commerce websites for convenience without 
worry, but most people are cautious about protecting their identity on the Internet. 
What about online banking? There are many serious issues to think about when using a 
bank’s website. Customers expect banks to protect and manage their assets. Secure services 
for financial homepages on the Internet are one of the most important features of any 
website. If a potential customer wants to open an account online and use the banking features 
through a bank’s homepage, how does the bank’s website make these customers believe its 
service is good, reliable, trustworthy, and protects the customer from outside danger factors 
at first glance? As an example, two websites have fully protected circumstances using the 
same conditions, providing the same services, but have two different website designs. One 
website’s design is created well and the other appears less professional. Which website will 
attract the most online users based on the perception that the bank can be trusted?  
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It seems likely that the design elements in a website deliver a visual message that 
communicates the value and of the product, in this case, banking services. This study will 
investigate how design and design elements affect users’ perceptions of trust in a website 
including: 
• What design elements affect website users’ evaluations of trustworthiness? 
• How do pictures of people on a website affect online users’ feelings of trust? 
• How does the structure of a website convey trust to online users? 
• How is the color of a website related to trustworthiness? 
The purpose of this study is to determinate what kinds of pictures, color, and structure most 
appropriately communicate trust to customers who use financial online web sites. 
 
Thesis Organization 
There are five chapters. Chapter 1, Introduction, elucidates the determination and the 
motivation for this study. Chapter 2, Literature Review, contains the growth of the Internet in 
society and deals with online security issues that arise from the Internet’s popularity to lead 
toward more banking activities online. Chapter 3, Methodology, provides procedures of 
prototypes of a bank’s website and gives the method of gathering participants and collecting 
their information. Chapter 4, Data Analysis, will show how design elements are evaluated 
from the surveyed participants, and how different genders and racial groups judge certain 
design elements towards trust. The data are correlated. Chapter 5, Conclusions, presents 
discussion, conclusions, limitations of the study, and suggestions for future research. 
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CHAPTER 2. LITERATURE REVIEW 
2.1 Internet in Society 
2.1.1 Growth of the Internet 
Technology has changed the way people communicate. This is a recent transition; the last 
several decades have seen technology considerable growth in technology enabled 
communications. The Internet has become the most popular and powerful of the new 
technology-based communications tools, because it provides users with rapid access to 
information without the limitations of distance or time.  
  The Pew Internet and American Life Project is an ongoing research project of the 
Pew Research Center. The Project collects data, and provides information on a variety of, 
issues, attitudes, and trends in America and the world (Pew Internet and American Life 
Project, Retrieved November 1, 2008 from http://www.pewinternet.org/about_mission.asp). 
According to the demographics data, collected by the Project, (Pew Internet and American 
Life Project) the Internet population has grown rapidly in a short time (Figure 2.1).  
It is not only users’ daily lives and their activities that have been changed because of the 
Internet, but also social trends. People use a personal computer and access the Internet almost 
daily, they carry a mobile phone everywhere, and meet others online by exchanging e-mails 
and text messaging. They send e-cards, pay bills, manage finances, shop on Web, and check 
news sites to stay current on world events.  
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Figure 2.1 Increasing numbers of Internet users   
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Table 2.1 Demographics of Internet users  
(Pew Internet and American Life Project, http://www.pewinternet.org) 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
If consumers cannot make time to shop during regular business hours, there is an easier way 
to shop: just visit an online store. The online world also opens new doors for retailers— 
e-business. Online retailers save time, space, and reach beyond previous limitations. Almost 
anyone in the world can shop from almost anywhere: home or office, and in between. 
Internet devices in cars and elsewhere enable people to use the Internet anywhere and 
everywhere. These devices bring convenience to those who have them. A variety of personal, 
social, and cultural activities are now feasible and very available online. For some, the 
Internet community offers another advantage, anonymity. The Internet user has no 
Demographics of internet users Below is the percentage of each group who use the internet, 
according to our February-March 2007 survey. As an example, 70% of adult women use the internet. 
Use the internet Race/ethnicity 
Total Adults 71% White, Non-Hispanic 73% 
Women 70% Black, Non-Hispanic 62% 
Men 71% English-speaking Hispanic 78% 
Age                       Geography 
18-29 87% Urban 73% 
30-49 83% Suburban 
 
73% 
50-64 65% Rural 
 
60% 
65+ 32%   
Household income Educational attainment 
Less than $30,000/yr 55% Less than High School 40% 
$30,000-$49,999 
 
69% High School 61% 
$50,000-$74,999 82% Some college 81% 
$75,000 + 93% College+ 91% 
Source:  Pew Internet and American Life Project, February 15 – March 7, 2007 Tracking Survey.  N=2,200 adults, 
18 and older. Margin of error is ±2% for results based on the full sample and ±3% for results based on internet 
users. 
Hispanic internet usage statistics are taken from the Pew Research Center 2006 National Survey of Latinos and 
2006 Hispanic Religion Survey.  N=6,016 adults, 18 and older.  Margin of error is +/-2% for results based on the 
full sample.  See http://www.pewinternet.org/pdfs/Latinos_Online_March_14_2007.pdf 
Please note that prior to our January 2005 survey, the question used to identify internet users read, “Do you ever go 
online to access the Internet or World Wide Web or to send and receive email?” The current two-part question 
wording reads, “Do you use the internet, at least occasionally?” and “Do you send or receive email, at least 
occasionally?” 
Last updated June 15, 2007. 
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recognizable facial features and can blend into a larger population of Internet users, much 
more readily than on the street. People have discovered a wide variety of very good reasons 
to spend time on the WWW (World Wide Web). Table 2.1 shows the main age group of 
Internet users is between 18-49; more than 80% of the user population falls into this group. 
Teenagers build their online communities, such as facebook.com and myspace.com. Young 
people access the Internet more frequently to than older generations and more young people 
are Internet users. This is the generation that was born during the technology age. They are 
more familiar and more comfortable with technology than their elders, for them, technology 
is a natural part of life. Fitzgerald acknowledged young users (high school and college 
students) spend more time searching on the Internet than researching in a library. Young 
users, under thirty years old, also trust the Internet more than older people (Fizgerald 2005, 
12). 
One issue common to all these online social activity homepages and many other websites is 
security. Even though Internet technologies have grown fast and retail shops have spread 
their businesses via e-commerce, a majority of the Internet users in the United States feel 
uncomfortable making payments online for the merchandise they want to purchase (Wang 
and Emurian 2005a, 106). Many online customers worry about the credibility of the 
website’s security functions and protection from hackers. They fear that, their personal 
information or payment information might be compromised.  
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2.1.2 Internet banking 
A major advantage of the Internet is that it crosses boundaries of location language, time, and 
culture. The user can access the Internet and explore as never before (Burch 2001, 366). 
Human activity and culture have been affected by the fast-growing phenomenon of 
information technology. As online commerce and online communities have grown, online 
banking has begun to develop along with them. The online banking system is very 
convenient and comfortable for both banks and their costumers (Giannakoudi 1999, 205-
206). Online banks can be accessible 24-7, not just Monday to Friday and 9:00 to 3:00. 
According to Giannakoudi (1999, 205-206), credit cards introduced in the early 1970s and 
ATMs (Automated Teller Machines) were a first step in facilitating interactions between 
banks and their customers without the limitations of time and location. Claessens et al. 
(2002) said that many bank customers use electronic banking systems because of their 
convenience (2002, 253). Customers can receive banking services easier and faster using 
services such as ATMs; telephones; Internet banking; and more recently, mobile banking 
(Claessens et al. 2002, 253). These tools provide quicker and more convenient services for 
customers than retail banks. Internet banking was introduced in the early 1980s for distance 
banking services, consumers became familiar with ‘online’ in the late 1980s 
(http://en.wikipedia.org). Today, customers can perform most banking functions through 
bank websites. They can request information, obtain balance reports, make inter-account 
transfers, obtain a history of bill-payments and much more all from their home Internet 
connection (Aladwani 2001, 214). Aladwani noted that by using telecommunication systems 
and “technologies,” a bank can meet customer needs and perform many of the same 
functions and transactions as a walk-in bank (Aladwani 2001, 213). Bank users do not have 
  
 
8
to hurry to beat the retail bank’s closing time, because technology allows customers 24 hours 
seven days a week to access financial transactions at home or even in a secluded location 
through the Internet. Financial institutions can operate and control the online system with low 
budgets and fewer employees. Even a small size bank is free to extend its branches and 
advertise through the World Wide Web without high costs (Giannakoudi 1999, 207). It has 
been said that “Simplicity and convenience are the main factors involved in user-friendliness. 
Security and quality are the main concerns for technological advancement” (Chou and Chou 
2000, 55).  
 Summary: Internet in Society 
The population of Internet users is growing; people today live in online societies. The online 
world gives people more convenient lives, not restricted by time and borders. The more 
people access the Internet, the more people expose themselves to identity thieves and 
hackers. Online banking is one these more convenient online services, and it is becoming 
popular. Of course online banking is also subject to the security issues on Web.  
 
2.2 Online security 
Security on the Internet has raised an important issue, while the Internet continues to grow 
and spread widely. Most of the online users access the Internet to check e-mail, play games, 
chat with others, or surf around, but also to shop, bank, invest, and use their credit or debit 
cards to make payments. This increased activity means that the opportunity for criminal 
activity has also increased.  Incidences of, identity theft and stolen personal information are 
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now prominent Internet crimes. According to a survey of online payment system users, 
security issues are important to almost one hundred percent (96.7%) of the respondents (Prins 
et al. 2002, 79). According to VeriSign, almost ninety percent (90%) of the Web users and 
online shoppers, worry about online payments because they fear online theft and exposure of 
their information (Figure 2.2). 
 
 
87% of online shoppers are concerned about credit card fraud 
85% of online shoppers are concerned about identity theft 
83% of online shoppers are concerned about sharing personal  
             information 
77% of online shoppers are concerned about spyware 
 
(Source: TNS Research, August 2006) 
 
Figure 2.2 VeriSign Report  
(www.verisign.com/ssl/ssl-information-center/ecommerce-trust-ssl/index.html) 
 
2.2.1 Online Trustworthiness 
PIP (Pew Internet and American Life Project) reported survey data about online purchasing 
for the month of December 2002. Only twenty-eight percent (28%) of the Internet users 
bought holiday gifts (Wang & Emurian 2005a, 106). Wang and Emurian researched online 
trust, and found that establishing customers’ trust is important, and that the interface design 
framework related to trust. They determined that trustworthiness is conveyed through four 
characteristics of web design:  
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1.  Graphic design features  
2.  Structure design, 
3.  Content design, and 
4. Social-cue design 
 
In their research, Wang and Emurian explored online credibility to by drawing on concepts 
from philosophy, psychology, management, and marketing (2005a, 105). Their approach 
seem reasonable because human purposes in accessing the online world are both visible and 
invisible, mental and emotional, social and personal. It is too complicated and too difficult to 
define trust, because it is not visible and depends on the individual person. It seems obvious 
however that trust must be at least partially a product of the first impression of an e-
commerce site. The first impression, then, would be primarily a visual phenomenon. A user 
determines if the website can be trusted or not, literally, at first glance. The first visual 
impression of the website is, therefore very important. 
Figure 2.3 presents a model depicting how users perform a next step, based on the 
user’s evaluation of the website. Wathen and Burkell point out the ‘surface characteristics,’ 
website’s appearance at first glance, affect the users’ immediate judgments about whether 
stay or leave the website. Wathen and Burkell also mention that the first contact impacts 
impressions of credibility (2002, 136). Naturally, the initial look of a website is affected by 
its design elements; color, typography, graphics, and layout. Another factor is how the site is 
designed when considering customers’ views that refer to easy to use (usability). 
 Figure 2.3 shows a pattern of assessment in which the messages, conveyed by the site either 
succeed of fail. Users assess first the surface credibility, then the message credibility, and 
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finally stay to evaluate the content. The credibility of the site either convinces users to stay or 
causes them to leave. A good design, strong aesthetic properties, and a workable interface 
design therefore enhance believability (Wathen & Burkell 2002, 142). 
 
 
Dabholkar (2006) demonstrated that fifty-nine percent (59%) of the online consumers visit 
aggregator sites before accessing websites to purchase. Consumers gather information make 
comparisons, and access decision-making guides. Research also provides some indications 
about which factors influence consumer choice (Dabholkar 2006, 259). Dabholkar’s research 
showed that website credibility is an important consideration. Online customers want to be 
assured that they are safe in using the sites, and that the sites are reliable for the purchase 
Figure 2.3 Proposed model for how users judge the credibility of on-line information 
(Wathen and Burkell 2002, 141)  
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they are considering. There are a number of considerations in the way websites are 
constructed that enhance visitor confidence in the site and therefore also increase return 
visits. Page layout and design elements cannot be ignored. If the sites’ users do not feel they 
are receiving a user-centered interface, the number of visits will decrease. 
 The increased in Internet shopping, has raises issues regarding how to build  
e-loyalty between e-commerce businesses and consumers. Cyr et al. discussed ‘e-loyalty’ and 
‘satisfaction’ adding that a consumer’s action of purchase is affected by the website’s 
appearance and structure (2005). A web page’s layout, appeal, graphics, readability, and 
ease-of use can inspire visitors to spend time interacting with the site (Cyr et al. 2005, 25-
26). 
 
2.2.2 Age group of Internet banking 
Giannakoudi cited Heidi Goff’s statement that older customers would rather go to a bank 
teller and the younger customers would rather use Internet banking (Giannakoudi 1999, 230). 
This means younger people are more accustomed to accessing the Internet as part of their 
social interaction; visiting facebook.com, myspace.com, youtube.com and others. An 
interesting result of this familiarity with the Internet is that younger respondents were more 
open to giving their information on websites rather than older users. Older users are more 
anxious about online identity thieves (Earp and Baumer 2003, 82). This may explain why a 
higher number of access Internet users are younger people (Table 2.2). 
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Table 2.2 Most Popular Internet Activities (http://www.pewinternet.org) 
According to our May 2008 survey, 
73% of American adults use the 
internet. 
Here are some of the things they do 
online: 
Percent of internet 
users who report 
this activity 
Most recent 
survey date 
Send or read e-mail 92 December 2007 
Use a search engine to find information 89 May 2008 
Search for a map or driving directions 86 December 2006 
Look for info on a hobby or interest 83 February-March 
2007 
   
Do any banking online 53 September 2007 
   
Pay bills online 38 January 2005 
   
Get financial info online, such as stock 
quotes or mortgage interest rates 
 
36 September 2007 
   
Buy or sell stocks, bonds, or mutual 
funds 
11 September 2007 
   
 
2.2.3 Usability 
Some researchers found the usability of a website includes easy navigability, no dead ends, 
interactivity, and download speed (Wathen & Brukell 2002, 141). Today, most of the 
computers that people use at home or in public places have a high speed connection and 
greater amount of memory. This makes web page loading time shorter and users tend to have 
less tolerance for waiting even several seconds. Simplicity relates to both of these functions, 
reducing download speed and increasing usability. A user-friendly homepage does not 
always have dynamic graphic elements, but they do look simple to use. For example, 
amazon.com and ebay.com site designs are not complex. A web design also has consistency 
of design from one page to the next. Some graphic elements such as colors, font faces, and 
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layout should be used consistently throughout the site. This consistency makes the site easier 
to understand and connects the impression of the homepage to other pages on the site. 
 
Summary: Online security  
As online activities have expanded, online security issues have also increased. Online users 
evaluate the surface credibility of a website first, then, decide whether to stay or leave. The 
next step is to check contents and if that satisfies the users, they will not leave the website. 
The younger generations are more positive in their approach to Internet activities. They are 
more willing than older generations to enter relevant information on websites. 
 
2.3 Definition of a good website design 
When a person builds a business plans or strategy, it is important to also consider the 
potential of e-business. Customers might form their first impression of a local store based on 
the types of ornaments, furniture, prices of the products they see in the store. If the store is 
further from where the potential customer lives, then an Internet visit to the e-shop is in 
order. Good quality e-businesses provide current and future customers with pleasant online 
experiences. Kleiner identified several check points to use when evaluating an Internet 
business: pleasing graphics, well-designed site, and easy to use (2003, 348). Online 
consumers receive an impression of credibility on their first time visit to an online merchant 
(Kleiner 2003, 344; Roy et al. 2001, 389). Graphic elements can enhance consumers’ 
impressions of the online site or store (Wang & Emurian 2005a, 115). According to Han 
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(2002), graphic elements such as graphics, colors, and icons used as part of the interface 
design, contribute to transfer information. Graphic interface strategies clarify information, 
and guide the user visually through the information structure. On a website, graphics 
elements include, among other things, buttons, icons, bars, images, and type. The correct use 
of these elements adds meaning that helps to communicate the desired message and 
organizes the viewing experience. It was his opinion that a web page that does not use 
graphics in a purposeful way is unlikely to be a successful site (Han 2002, 50). 
The contents of a web site should be clear, well written, without errors, and the user 
should be able to see how to navigate the site (Kleiner 2003, 348). The aesthetic factors of 
the online stores are no longer separate from offline retail stores. The user’s first impression 
upon visiting a homepage creates bias about a company or an organization that affects the 
consumers mental image and affects all aspects of the business. The main factor for this is 
website design. One can measure the success of an e-business by the number of online 
customer of visits, purchases, repeat business, and the company’s profits. In fact, the site’s 
success can be estimated by the level of web design, usability, and the variety of media found 
on an e-commerce site (Palmer 2002, 163). This means visual elements do stimulate 
consumers’ online shopping. 
Schenkman and Jönsson pointed out that favorable first impressions based on an 
online store’s appearance enhance customer surfing time on the website and lead to positive 
judgments of the store (2000, 376). They investigated thirteen web pages in a study that 
involved eighteen respondents. The main focuses of their study were four categories:  beauty, 
illustrations and typography, overview, and structure. The results of their study analysis 
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indicated that the beauty element was a dominant factor. The overall impression, 
comprehensibility, and aesthetics of the site are interconnected. If one of these elements 
receives a high rating from the participants, it is predictable that the other two factors will 
score high as well. This means that the three factors (impression, comprehension, and 
aesthetic) are related. According to Schenkman and Jönsson’s research, the first impression 
of a web page is the main issue addressed by the site’s aesthetic elements. More illustrations 
with a text-based page design increase customers’ positive feelings. Schenkman and Jönsson 
did not study color content, however, they assume that hues are also an important aesthetic 
factor in a website design, and therefore relate to which the site’s overall impression 
(Schenkman & Jönsson 2000, 376). Wang and Emurian (2005a) demonstrate that these 
several studies have a bearing on the design and construction of credible websites (Table 
2.3).  
Abrams (2003) pointed out that building customer relationships will propel a successful  
e-business. The most important is creating a good affinity with trust. Abrams said that 
customers cannot see the ‘real world’, which is a company’s office, store, and employees 
(Abrams 2003, 348). Several strategies may help enhance the user’s positive experience and 
faith in the site. Abrams noted that the quality of the site is the result of a site design that 
easy-to-use, appropriate graphic images, no technical errors, and the tone of the contents 
(Abrams 2003, 348). 
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Table 2.3 Framework of trust-inducing features (Wang & Emurian 2005a, 116) 
Dimension Explanation Features Literature sources 
Graphic design Refers to the graphical design 
factors on the website that 
normally give consumers a 
first impression 
 
- Use of three –
dimensional, dynamic, and 
half-screen size clipart 
- Symmetric use of 
moderate pastel color of 
low brightness and cool 
tone 
- Use of well-chosen good 
shot photographs 
 
Karvonen and 
Parkkinen (2001); Kim 
and Moon (1998) 
Structure design Defines the overall 
organization and accessibility 
of displayed information on 
the website 
 
- Implementation of easy-
to-use navigation 
(simplicity, consistency) 
- Use of accessible 
information (e.g., no 
broken links and missing 
pictures) 
- Application of page 
design techniques (e.g., 
white space and margin, 
stric grouping, visual 
density) 
Cheskin/Sapient 
Report (1999); 
Karvonen and 
Parkkinen (2001); 
Neilsen (1998); Zhang, 
von Dran, Small, and 
Barcellos (1999) 
Content design Refers to the informational 
components that can be 
included on the website, 
either textual or graphical 
 
- Display of brand-
promoting information 
(e.g., prominent company 
logo or slogan, main 
selling point) 
- Up-front disclosure of all 
aspects of the customer 
relationship (e.g., company 
competence, security, 
privacy, financial, or legal 
concerns) 
- Display of seals of 
approval or third-party 
certificate 
- Use of comprehensive, 
correct, and current 
product information 
- Use of a relevant domain 
name 
 
Belanger, Hiller, and 
Smith (2002); 
Cheskin/ Sapient 
Report (1999); Egger 
(2001); Hu, Lin, and 
Zhang (2001); Neilsen 
(1999); Shneiderman 
(2000)  
Social-cue 
design 
Relates to embedding social 
cues, such as face-to face 
interaction and social 
presence, into web interface 
via different communication 
media 
 
- Inclusion of 
representative photograph 
or video clip 
- Use of synchronous 
communication media 
(e.g., instant messaging, 
chat, lines, video 
telephony) 
 
Basso, Goldberg, 
Greenspan, and 
Weimer (2001); 
Riegelsberger and 
Sasse (2001); 
Steinbruck, 
Schaumburg, Duda, 
and Kruger (2002) 
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2.3.1 Credibility research at Stanford University 
In another study Fogg et al. (2001) from Stanford University researched, “web credibility,” 
or how people evaluate a website’s credibility. In this study, participants viewed 
professionally-designed websites and were asked to evaluate them for trustworthiness. Fogg 
and his associates interviewed 2,440 people to assess how web users determine credibility. 
The ten guidelines listed in Table 2.4 summarize how online users identified a trustable 
website. Fogg’s study found design features are more important than contents. In addition, 
design structure and layout are also important components in web site evaluation, earning 
more than twenty-five percent (25%). Almost half of the comments were about design and 
look; next was structure and layout, too, was specifically mentioned (Table 2.4). 
 Figure 2.4 illustrates that more than half, (54.6%) of the respondents mentioned finance, 
followed closely by the search engine (52.6%) and travel categories (50.5%) (Fogg et al. 
2003, 24). Moreover, the overall percentage of comments mentioning information design 
layout was more than one-fourth (28.5%) of the responses (Table 2.4). 
The evaluated results indicate that well-organized designs create believability. Fogg said that 
users’ gather their own credible judgments about the websites they visit. Their first look at 
the website’s design is the main issue in determining whether users keep looking for other 
sites or in determining whether the user will return because they do or do not trust the site 
(Fogg et al. 2003, 26). 
A user visits a website first to determine if the website is credible and satisfying. Depending 
on the results of this brief assessment, user will then make a decision—leave or stay. If he or 
she is satisfied with the website and feels it is credible it probable that the decision will be, 
‘stay’ (Fitzgerald 2005, 6). 
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Table 2.4 Frequency of participant comments on website credibility issues               
(Fogg et al. 2003, 23) 
Comment Topics 
(addressing specific credibility issue) 
Incidence 
(of 2,440 comments) 
Design Look 46.1% 
Information Design/Structure 28.5% 
Information Focus 25.1% 
Company Motive 15.5% 
Usefulness of Information 14.8% 
Accuracy of Information 14.3% 
Name Recognition & Reputation 14.1% 
Advertising 13.8% 
Bias of Information 11.6% 
Tone of the Writing   9.0% 
Identity of Site Sponsor   8.8% 
Functionality of Site   8.6% 
Customer Service   6.4% 
Past Experience with Site   4.6% 
Information Clarity   3.7% 
Performance on a Test   3.6% 
Readability   3.6% 
Affiliations  3.4% 
(Categories with less than 3% incidence are not in this table.) 
 
A website design that appears like ‘amateurism’ fails to convey credibility (Fogg et al. 2001, 
61). Fogg also found that ‘finance’ ranked among reasons users considered a site credible 
Figure 2.4. Somehow the results suggest a strong relationship between design, finance, and 
credibility. Figure 2.5 shows that online users considered the structure of a search engine 
website to be the most credible, followed by a financial website. This indicates that online 
users are considering ease of navigation as an indication of credibility on a website. 
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Figure 2.4 Percentage of comments related to design look, by category  
(Fogg et al. 2003, 25) 
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2.3.2 Design factors for a website 
Han has demonstrated that good visual design, in addition to allowing web users to feel 
comfortable when using the website, also increases the sales through the website. This 
finding is the result of a survey conducted by the research company: Nua.net (Han 2002, 12). 
Strong visual design is closely linked to two other terms, ‘aesthetic,’ and ‘beauty.’ Both of 
these terms are difficult to define, since they change from person to person and situation to 
situation. A variety of fields, however, have studied the aesthetic or the beautiful in terms of 
a person’s physical appearance, social interactions, nature, architecture, marketing strategies, 
and the retail environment (Lavie & Tractinsky 2003, 270.) These studies support the belief 
that aesthetic elements influence the decisions people make. For example, Norman explained 
that the visual appearance of a product increases customers’ willingness to purchase. This 
Figure 2.5 Percentage of comments related to information design, by category  
 (Fogg et al. 2003, 27) 
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appears true even if the product is somewhat difficult and it takes time to learn how to use it 
(Norman 2005, 7). Karvonen had a similar finding with Norman on e-business.  
If e-commerce does not understand the power of beauty, it risks finding itself outside the 
users’ circle of trust (2000, 87). In assessing ease of use on a website, Karvonen offers his 
‘simplicity’ theory, to explain why users come to a website.  Online users have a goal when 
they visit a web page, and they do not like impediments getting in the way of what they want. 
Karvonen explains how a beautiful web design enhances online trustworthiness. High quality 
design and aesthetic factors enhance the user’s online experiences (Karvonen 2000, 85). 
 
2.3.3 Security images on a website 
According to VeriSign, an online security service company, their solutions increase online 
customer confidence and enhance profits for e-businesses. They claim that the lock image on 
the address bar and the VeriSign symbol on the bottom of a page appeal to on-line visitors, 
making them feel safe and protected (Figure 2.6). The VeriSign security seal images help 
online visitors feel comfortable and protected from spyware, hackers, and online thieves 
(Figure 2.7). Claessens et al. said, “ Users must recognize when they have a secure session 
with the bank. However, in today’s browsers, there are only some limited visual indications 
(e.g., closed lock)” (2002, 258). 
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Figure 2.6 VeriSign’s white paper  
(http://www.verisign.com/ssl/ssl-information-center/ecommerce-trust-ssl/index.html) 
 
 
 
 
 
 
2.3.4 Photograph with face-to-face communication 
Wang and Emurian (2005a) and Friedman and Kahn (2008) described how face-to face 
interaction relates to the online world. The lack of “human touch” in the cyber world needs to 
be replaced as a social-cue (Wang & Emurian 2005a, 118). Steinbrück et al. (2002) 
conducted an experiment about how a portrait image affects customer trust on the site of a 
German e-bank. They designed the site in three different versions. Version 1 shows a picture 
of a person, who is a customer service employee. Version 2 shows no label but uses the same 
photograph as version 1. Version 3 does not have a picture image. Figure 2.8 below 
illustrates the results of the trust rating. Version 1, with the portrait image and label received 
more than fifty percent of the trustworthiness-rating (Steinbrück et al. 2002, 749).  
Figure 2.7 VeriSign security symbols 
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Figure 2.8 Mean Trustworthiness-Ratings (Steinbrück et al. 2002, 749) 
 
Riegelsberger and Sasse (2002), however, studied the tendency of some images used on a 
homepage to produce feelings of distrust. This is true when the homepage images lead 
negative reactions. There are two reasons. One was that non-shoppers do not trust the 
photographs on a homepage. They believe the photo depicts a fake employee of the company. 
Another negative influence was when the shoppers believe adding photographs has decreased 
usability, by adding clutter and reducing access speeds (Riegelsberger & Sasse 2002, 742-
743). Another study by Riegelsberger et al. (2003) examined the effect of image gender. 
Homepage photographs of females received higher credible rates than males. Ivory (2003) 
pointed out several prior studies (Flanders & Willis, 1998; Klee & Schroeder, 2000; Nielsen, 
2000; Spool et al., 1999) about inserting graphical advertising on a web page. To increase 
credibility, the use of graphical ads such as animated and non-animated images should be 
avoided. It is sufficient to have two graphical ads on a web page (Ivory 2003, 163). 
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Reactions to human images on a website are varied. It seems an image can have either a 
positive or a negative effect.  In order to develop guidelines for designing more trusted online 
sites, this study will address this topic:  
 (Hypothesis 1) Given image choices of a male, a female, a family, an office grouping, or a 
diversity grouping as human pictures on a bank homepage, which photo will have the most 
positive affect on customers perceptions of trust in the website? 
 
Summary: Definition of a good website design 
If good website design is defined as giving online users an impression that the website is 
trustworthy, then the next question is what factors contribute to that impression. When online 
users visit a website, the aesthetic factors are the most immediately visible and consequently 
have the most appeal. A positive first impression is more than well written content; it also 
includes the use of appropriate graphic elements, well-organized structure, placement of 
pictures that simulate face-to-face interaction. Applying good design elements affects 
perception of trust.  
 
2.4 Design elements 
2.4.1 Typeface 
Typography is everywhere; it is used on most of the designs around us. We see typography 
on identification, signs, product designs, flyers, store advertising catalogues, and so on. The 
style of typography depends upon the customers’ needs. People who are interested in designs 
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with text and planning successful businesses to attract customers’ will find many studies 
about the use of typography. 
 Graphic designers have specialized knowledge about the relationship between 
typography and branding as a marketing tool. Brand identity is significant image marketing. 
In a brand, companies want to use font types that influence their consumers’ positive 
memory of the company and their products. This increases buyers’ motivation to purchase.  
Applying font type is quite different on paper and on screen. According to Erdogan (2008), a 
serif type of font, such as Times New Roman is the best font to read on printed pages, but it 
is too tiny and its thick and thin strokes display unevenly on a monitor screen. In contrast, 
Verdana and Arial, represent sans-serif font types which are more legible and readable on 
monitor screens (Erdogan 2008, 73; Ivory 2003, 193). Thus, companies need to rely on 
several kinds of information in choosing font types that communicate their purpose and 
identity. A good brand and appropriate typography influence consumers’ perceptions of a 
company and contribute to positive memories of the company and their products. A positive 
image in the mind of the consumer and in the marketplace increases the buyers’ motivation 
to purchase.  
 
 
 
 
 
 
 
 
 
 
San-serif font 
 
 Serif font 
 
 
Serif font 
(Serifs in red) 
 
Figure 2.9 Font types (http://en.wikipedia.org/wiki/Sans-serif) 
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Table 2.5 Major typefaces by font type 
 San-serif Serif Monotype 
Name of 
Font 
Arial, Verdana, Helvetica, 
Geneva, Universe, Sans-serif 
Times New Roman, Georgia, 
Courier, serif 
  
Corsiva 
 
Most websites display body text as black typography (72%) on a white background 
because this enhances readability. Nielsen has said that the average of font and size is 12-
point all sans-serif type; Verdana and Arial (Nielsen & Tahir 2002, 51). 
There is a good deal of research about the use of typefaces to build effective marketing 
strategies and increase positive perceptions of the product or company. Henderson, Giese, 
and Cote researched typeface by rating user impressions. In the marketing field, people now 
believe that typeface choice and design is the most widespread and important design element 
in marketing materials (Henderson et al. 2004, 60). 
In a research project by Henderson et al. Serif and Sans-serif typefaces were tested in 
general use and novel displays, with weight change, and in italics (2004). The results showed 
a strong connection between appropriate usage and the impressions created by the typeface 
(Henderson et al. 2004). Finally, Henderson and associates determined guidelines for making 
an impression on management. Their findings were that in designing an identity strategy for 
a company, the typeface for its logo should be carefully selected to project a balanced 
impression of the company’s image and a positive public impression. 
Henderson et al. (2004) stated that “it is important to determine the impact of the impressions 
created by typeface on other responses of interest to corporations, such as brand attitudes, 
customer retention, click through behaviors on websites, purchase behavior, and corporate 
identity.” As dimensions for further research, they mentioned the need to explain impression 
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variables including: pleasing/displeasing, liked, warm, and attractive, reassuring/unsettling, 
calm, formal, honest, familiar, loading frustration, innovative, prominent/subtle, strong and 
masculine. In addition, Kahn and Lenk (1998, 15) researched the principles of typography for 
user interface design. They determined that important considerations are color, form, rhythm, 
and style of type related to its background (Kahn & Lenk 1998, 15). 
Typography should be appropriate to the message it communicates, for example, if 
customers need to buy candies, chocolates, or ice cream, the typography of the products’ 
name on the packages should represent how sweet and delicious they are. Customers feel and 
imagine the taste before purchasing because the products’ companies have marketing 
strategies with decorative or funny fonts, and vivid or soft pastel colors. The text on the 
package should express some distinction, feeling, and/or attraction in order to compete with 
other packages. Customers interact with the product containers on the shelf and then make 
the act of product purchase (Kahn & Lenk, 1998, 22). So, packages that draw more consumer 
attention to the consumer are desirable. 
If someone needs insurance for a car, house, or health, the most important reason for 
choosing one provider and not another is the trustworthiness of the company. People who 
purchase medicine want to believe it will be effective. Most medicine packages have brand 
names with bold text Figure 2.10 which conveys the concept that the medicine in strong. 
These are excellent examples to describe how typography conveys meaning of text and 
approaches people at an emotional level to gain their trust. A comparison between medicine 
and cosmetic packages demonstrates the appropriateness of text to product message. Beauty 
products have more serif and italic type fonts on their packaging. Photos of fifty cosmetic 
packages in a store (Figure 2.11) and Table 2.6 showed that the Serif font types were used on 
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more than half (64%) of the cosmetics packages. The bold and San-serif font type convey a 
stronger impression, and were common on the medicine packages. It is necessary to choose 
font types that are appropriate to the product and the message.  
 
 
 
Figure 2.10 Typefaces on the medicine packages  
(Pictures taken: August 14 and December 4, 2008) 
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Figure 2.11 Typefaces on the cosmetic packages  
(photos taken: December 4, 2008) 
 
Table 2.6 Analysis of 50 cosmetic packages 
 
 Using San-serif Using Serif Using Other 2 font types 
 
Numbers 16 
(32%) 
32 
(64%)  (4%) 
 
 
2.4.2 Color 
How is color chosen for a purpose? Are people’s color selections governed by emotion and 
psychology? When people pick a color, what is behind the decision consciously and 
unconsciously? The reason these and other ‘color questions,’ have been studied reveals 
something about color and people how it affects people.  
Color research studies how color contributes to human activity and emotion. Color has 
relevance to the message; and the relationships between the background and the main color, 
text and background color, and color of portion and overall structure contribute to the 
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message. Color can play with its surrounding subjects and help support them; people feel 
their moods through colors. Kaya and Epps (2004, 396) noted that our emotions and feelings 
are impacted by colors. The associations between emotion and color are tied to color 
preferences. For example, Kaya and Epps have noted that red represents our feelings of 
enthusiasm, yellow is cheerful, and blue reminds us of comfort and security. Colors are 
classified cool or warm. Blue, green, and purple represent restful and quiet; and are 
considered ‘cool.’ Red, yellow, and orange are warm colors which make people feel higher 
levels of anxiety than cool colors (Kaya & Epps, 2004). Many studies have documented the 
relationship between color and emotion, but in other fields of study, some researchers found 
no relevance of color to personal emotion (Ainsworth, Simpson, & Cassell, 1993; Kwallek, 
Lewis, Lin-Hsiao, & Woodson, 1996).   
How can designers create color strategies that will increase user interest and establish 
online trust? According to research from Stanford University (Fogg et al. 2003), respondents 
surfed and enjoyed sites that were well designed regardless of the importance and usefulness 
of content. Color and layout appeared especially relevant to positive user experiences. 
Color has been explained and studied in many ways, insluding: language, food, sound, and 
psychology. Birren (1961) studied the relationship between color and psychology. People can 
feel different kinds of emotions in response to color. For example, the warm colors, such as 
reds, are active and exciting, while the cool colors; blues, greens, and violets have a calming 
effect. Cool colors inspire a more and passive frame of mind. Birren also pointed out 
research by a few psychologists to explain the feeling of color. Yellow-green, has the greatest 
tranquilizing effect, followed by green. The colors most moderate in impact are violet purple 
(Birren 1961, 141). 
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The ancient tradition of heraldry included a system color symbolism. (Birren 1961, 173). The 
similarity heraldic color symbolism, given below, to contemporary findings points to 
something fundamentally human about color and the feelings it inspires  
 Red (“gules”) means courage and zeal. 
 Blue (“azure”) signifies piety and sincerity. 
 Yellow or gold (“or”) stands for honor and loyalty. 
 Green (“vert”) means growth and hope. 
 White, or silver (“argent”) represents faith and purity. 
 Black (“sable”) signifies grief and penitence. 
 Orange (“tenné”) means strength and endurance. 
 Purple (“murrey”) represents royalty or rank.  
 
The psychological and emotional impact of color affects people when they face decisions. As 
we know, blue and its related colors elicit a rational state of mind. Elseman (2006) explained 
blue as people reminded of high skies and calm seas—a symbolic image of dependability and 
loyalty. Blue conveys a sense of ‘always being there for you’ that is consistent with customer 
service kinds of messages (Elseman 2006, 31). Designers should consider selecting 
appropriate brand image colors based on the psychology of color.  
Because human emotions are responsive to color psychology, one finds more than a 
few blue tone colors in the financial world (Eiseman 2006, 69). Table 2.8 presents the blue 
family with its positive and negative connotations. Once the designers select a main color, it 
is helpful to create a consistent color scheme that is compatible with the main color. 
Applying a harmonious color palette will reinforce the impression that the website is 
thoughtfully and professionally designed.  
The literature indicates that colors in the blue range elicit positive emotions and make 
customers feel confident. This study, therefore will seek to determine whether or not the 
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color, blue, or some other color increases feelings of trust among users of online financial 
sites. 
Hypothesis 2: The color blue increases perceptions of credibility when used on the web sites 
of online financial institutions 
 
Table 2.7 Modern American color associations (Birren 1961, 143) 
Color General 
appearance 
Mental 
associations 
Direct 
associations 
Objective 
impressions 
Subjective 
impressions 
Red Brilliant, 
intense, 
opaque, dry 
Hot, fire, heat, 
blood 
Danger, 
Christmas, 
Fourth of July, 
St. Valentine’s, 
Mother’s Day, 
flag 
Passionate, 
exciting, 
fervid, active 
Intensity, 
rage, 
rapacity, 
fierceness 
Orange Bright, 
luminous, 
glowing 
Warm, metallic, 
autumnal 
Halloween, 
Thanksgiving 
Jovial, lively, 
energetic, 
forceful 
Hilarity, 
exuberance, 
satiety 
Yellow Sunny, 
incandescent, 
radiant 
Sunlight Caution Cheerful, 
inspiring, 
vital, celestial 
High spirit, 
health 
Green Clear, moist Cool, nature, 
water 
Clear,  
St. Patrick’s Day 
Quieting, 
refreshing, 
peaceful, 
nascent 
Ghastliness, 
disease, 
terror, guilt 
Blue Transparent, 
wet 
Cold, sky, water, 
ice 
Service, flag Subduing, 
melancholy, 
contemplative
, sober 
Gloom, 
fearfulness, 
furtiveness 
Purple Deep, soft, 
atmospheric 
Cool, mist, 
darkness, 
shadow 
Mourning, 
Easter 
Dignified, 
pompous, 
mournful, 
mystic 
Loneliness, 
desperation 
White Spatial-light Cool, snow Cleanliness, 
Mother’s Day, 
flag 
Pure, clean, 
frank, 
youthful 
Brightness of 
spirit, 
normality 
Black Spatial-
darkness 
Neutral, night, 
emptiness 
Mourning Funereal, 
ominous, 
deadly, 
depressing 
Negation of 
spirit, death 
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Table 2.8 Positive and negative of Pantone blue colors (Eiseman 2006, 35) 
Pantone color Positive of blue colors Negative 
of blue colors 
 
 
Light Blue 
Positive: calm, quiet, patient, 
peaceful, cool, water, clean 
 
Aloof, distant, 
melancholy 
 
 
 
 
 
Sky Blue 
Positive: calming, cool, heavenly, 
constant, faithful, true, dependable, 
restful, contentment, tranquil, 
reassuring, trusting, serene, 
expansive, open, infinity, 
transcendent, distance 
 
 
Bright Blue 
Positive: electric energy, brisk, 
vibrant, flags, stirring, impressive, 
aquatic, high spirits, exhilarating 
 
 
Periwinkle 
Positive: genial, lively, sprightly, 
convivial, cordial 
 
 
Deep Blue 
Positive: credible, authoritative, 
basic, conservative, classic, strong, 
reliable, traditional, uniforms, 
service, nautical, loyal, confident, 
professional, thought-provoking, 
introspective, aids concentration, 
clarify thoughts 
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2.4.3 Structure 
In print media, readers understand that the authors aim to clarify the content through the use 
of space between columns, paragraphs, and sentences. Well-arranged layout with texts and 
images can also make printed materials easy to understand. A well arranged page layout has 
a harmony of text groupings, images, and appropriate empty space. A good page provides not 
only rest for readers’ eyes, but also emphasizes the main contents. Designers should not 
overlook the effectiveness of a small element. The small element cannot be considered 
separate from the composition; letter forms, color, and layout, are all linked linkage to each 
other as a complete design.  
 Many websites, which have a number of visitors every day, include motion graphic 
elements. Web designers take pride in developing motion graphics to that will inspire a 
magnificent impression of their homepage. Sometimes, however, designers focus on the 
impression of the design, not the impression of the web page or the company it represents. 
Too much interest on a web page causes confusion among web page users. People, who 
access the web page for the first time, usually do not know how to navigate the site and 
immediately find what they are looking for. A well-designed and consistent site is a very 
important component of “good design.” Among the many different website designs, that have 
been created, appeared and disappeared, the literature indicates that the websites considered 
to be well-designed were mainly ‘simple designs’ that are ‘easy to use.’ Research about 
website design layout provides little information about the kind of website layouts that 
convey a perception of credibility to the user. Website structure and page layout must 
therefore become another topic of interest to this study. 
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 Hypothesis 3: Web site structure and page layout are related to user preference and 
perceptions of credibility on a financial homepage.  
 
Summary: Design elements  
There are two types of font type; San-serif and Serif. Applying an appropriate typeface 
enhances the power of trust. Font styles can be purposefully chosen, and if the goal is to 
produce a feeling of trustworthiness, a bold San-serif font can be a good approach.  
 Because humans react emotionally to color, thoughtful use of color can be used to 
convey meaning. Therefore, using cool colors such as blue, green, and purple will have a 
restful and quiet feeling, compatible with feelings of trust.  
There is also evidence that simple and well-woven websites increase trust. Online users are 
influenced by the website structure. Structures that are easy to use and have a simple website 
design appear less deceptive to the user. There is sufficient evidence in the literature to 
indicate that design factors may affect users' perceptions of trust. At this point, however, we 
do not know which factors will impact perceptions of trust or to what degree. To learn more 
about the influence of design factors, this research, analyzed the design of twenty current 
banks’ websites. 
 
2.5 Analysis of bank websites 
Graphic designers need to know and understand human-centered design because in 
determining a site’s features, the designer must be mindful of the affect the site will have on 
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the users. Because the purpose of this study was to learn more about the impact of design on 
perceptions of credibility related to financial institutions, some knowledge of financial 
institutions was needed. Online Banking Report is a company that collects data about online 
banks in the U.S. (http://onlinebankingreport.com/resources/100.html, accessed April 17, 
2008). Using data collected in 2005, the rankings available on Online Banking identify the 
150 largest banks in America, since 1995 (Figure 2.12). Based on the rankings provided by 
Online Banking Report, this study selected and analyzed the top 20 banks’ homepages 
(Figure 2.12) (accessed between April and November 2008). 
 
 
Figure 2.12 Online Banking’s 150 Largest US Banks (http://onlinebankingreport.com) 
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Table 2.9 Ranking: Top 20 banks 
Rank Name 
1 Citicorp  
2 Bank of America 
3 JP Morgan Chase 
4 Wachovia 
5 Wells Fargo 
6 Washington Mutual 
7 HSBC Holding 
8 U.S. Bancorp  
9 Bank of New York 
10 SunTrust Bank  
11 Royal Bank of Scotland  
12 National City  
13 State Street Corp. 
14 Regions Financial 
15 BB&T Corporation  
16 Capital One Financial 
17 PNC Financial Services Group 
18 Fifth Third Bancorp 
19 KeyCorp 
20 Country wide Financial Corp. 
 
In order to assess the design factors found on bank web sites, this study took screen shots and 
analyzed the designs in terms of color, typography and layout.  
Table 2.10 and Table 2.11 show the screen shots of the twenty banks’ web pages. Table 2.12 
presents the analysis of the 20 top banks’ homepage designs. The numbers in Table 2.12 
represent how many bank websites were found to have specific features. The colored cells on 
the table are explained later in greater detail. 
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Table 2.10 Homepages of Top 20 banks (1~12) 
 
1.Citicorp                      2.Bank of America             3.JP Morgan Chase            4.Wachovia 
 
5.Wells Fargo               6.Washington Mutual        7.HSBC Holding             8.U.S. Bancorp 
 
9.Bank of New York      10.SunTrust Bank          11.Royal Bank of Scotland   12.National City                               
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Table 2.11 Homepages of Top 20 banks (13~20) 
 
13.State Street Corp.      14.Regions Financial       15.BB&T Corporation    16.Capital One financial  
 
17.PNC Financial Services Group  18.Fifth third Bancorp  19.KeyCorp     20.Country wide Financial      
                                                                                                                            Corp. 
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Table 2.12 Analysis of the top 20 largest banks’ websites 
C1: one CEO picture; S1: service employee picture. 
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2.5.1 Number of human pictures in main image area 
Among the twenty banks’ websites, nine (45%) of the banks’ homepages did not display any 
pictures of humans. Five websites, (25%) of the twenty bank sites studied, showed one 
human. Twenty-five percent of the banks studied placed the image (25%) on the main image 
area while five (25%) used one, usually small, human picture on the left side of the 
homepage (Table 2.13) 
Figure 2.13 illustrates two approaches to human imagery; the bank website on the left 
(Image A) uses a human image while the image on the right (Image B) does not.  
Figure 2.14 provides another interesting comparison between the home pages of HSBC 
Holding and SunTrust. HSBC Holding (ranked 7th) uses an illustration rather than human 
photograph. In contrast, SunTrust (ranked 10th) has a homepage with three categories: 
Personal finance, Business banking, and Corporate & Institutional. Each category shows 
more than 3 human figures (Figure 2.14). 
 
Table 2.13 Number of human picture on main image area of 20 bank websites 
 
 
Number of 
using 
picture 
No human 
 
one human two human five or more 
human 
Number of 
banks 
9 5 4 2 
% 45% 25% 20% 10% 
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Image A           Image B 
Figure 2.13 Comparison: human image or no human image  
 
 
 
 
 
 
 
 
 
 
 
 
Figure 2.14 HSBC and SunTrust banks’ homepage images 
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2.5.2 Usage of CEO’s or employee’s picture 
As noted earlier including pictures of a company employee, for instance, the president of the 
company or a person who is in charge of the customer service department, builds online 
customer trust. The literature indicates that a human portrait displayed on a website enhances 
the online perception that the site can be trusted (Steinbrück et al., 2002, 749). Only one bank 
website, PNC Financial Services Group pictures its CEO on the website. 
Figure 2.15 illustrates still another comparison, this time with regard to who is pictured on 
the homepage.  The bank image on left (ranked 17th) shows the bank’s CEO, two banks 
chose to picture the CEO on their websites. The right hand homepage (Country Wide 
Financial Corp, ranked 20th) has chosen to use an employee’s picture (customer service). 
 Since eleven (55%) out of twenty of bank websites display human pictures, this study will 
examine how many human pictures project credibility on a bank’s website.  
 
 
Figure 2.15 Comparison: CEO image or employee image  
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2.5.3 Number of color of site ID 
Table 2.14 indicates that twelve out of the twenty top ranked banks (60%) had homepage 
ID’s that use just two colors. It seems that having few of color was a popular strategy in 
designing a bank’s homepage. Colors on twenty banks’ homepage were analyzed to 
determine the usage of color on bank homepages. 
 
Table 2.14 Number of colors on site ID of 20 banks’ websites 
Number of 
color of site ID 
two three four six 
Number of 
banks 
12 5 2 1 
% 60% 25% 10% 5% 
 
 
2.5.4 Number of color usage in a website 
The colors in twenty bank homepages studied related to the colors in their site ID. More than 
sixty percent (65%) of the twenty banks use 5 to 6 color tones on their websites (Table 2.15). 
Overall, color choice tended to be cool colors such as blue, green, purple, and grey tones with 
warm colors. Yellow and red color were also applied on web pages, but not often as the main 
color (Figure 2.16). The most frequently used colors among the twenty banks’ websites were 
blue (18), green (5), gray and yellow (4), and red (3). 
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Table 2.15 Analysis of Number of color usage of twenty banks’ websites 
Number of 
color 
usage of 
website 
three four five six Eight 
Number of 
banks 
4 2 6 7 1 
% 20% 10% 30% 35% 5% 
 
 
 
Figure 2.16 Main color codes of the 20 banks’ websites 
 
2.5.5 Security images and Information of security 
Only four banks (20%) had the lock image on the right hand side bottom of the window 
(Figure 2.17). HSBC Holding (ranked 7th) presented the Verisign mark and 2006 best award 
mark together on bottom. The 18th ranked bank, Fifth Thrid Bankcorp, had a homepage with 
an embeded verisign mark on bottom;  there was also a lock image on the browser window. 
The third ranked bank website, JP Morgan, placed a lock image on left hand side of their 
window to proclaim their security precautions. Sixteen (80%) of the financial homepages 
reviewed had no security symbol on the window browser (Figure 2.17).  
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Figure 2.17 Marks of security: Verisign  and browser lock symbol 
 
Usually on the left or right-hand side of the window, there is an information area on a bank’s 
web page. Nine websites of the twenty sites (45%) indicated the security system or depicted 
its existance in that area. There is often a link so that the interested user can learn more about 
the security precautions. On eleven of the twenty bank websites studied, however, there was 
no information regarding personal security protection.  
 
2.5.6 Font type and Type of structure 
All twenty banks used a San-serif font on their homepage. Only BB&T bank (ranked 15th) 
used a serif font type on the title. Serif type fonts would include Georgia, Times New 
Roman, and Times. Among the Sans-serif font types, the site analysis identified Arial, 
Verdana , Helvetica, Geneva, and Tahoma as the font faces used on bank web sites.  
Most of twenty banks displayed the site ID on the top left-hand side and the search box on 
the top right-hand side. The main content area was located underneath an image. The average 
format of a bank’s homepage structure is shown below (Figure 2.18). 
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Figure 2.18 Structure of most bank websites 
 
2.5.7 Location of the login area 
Table 2.16 shows, that eight bank homepages, 40% of those studied, placed the login area on 
top left-hand side and eight banks (40%) had the login spot on the right hand side. Four 
banks’ (20%) did not have login access on the homepage. One reason for the absence of a 
login area was that some banks did not provide an online banking service and just presented 
information and contents. The other reason was the login box or area was presented on next 
page. For example, one bank’s homepage let their online customers choose their path. The 
customers selected which service they wanted; then, the page was reloaded to provide login 
access.  
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Table 2.16 Location of login area of 20 banks’ websites 
 Left-hand side Right hand side None 
Number of 
banks 
8 8 4 
%  40% 40% 20% 
 
Summary: Analysis of bank websites 
According to the analysis of 20 contemporary banks websites, nine banks (45%) did not have 
a human picture on the main image area of their homepages. However, eleven banks (55%) 
had at least one human picture. One bank pictured its CEO, and another bank used a picture 
of a customer service employee.  
 More than half (60%) of the banks applied two colors to their site ID and those colors 
affected the usage of color of their website. Thirteen banks (65%) used 5-6 colors on their 
homepage. 
 Not too many banks had security images or information on their websites. All twenty 
banks used a San-serif font type. Eight out of twenty banks had login area on left hand side 
and the same number of banks had login area on right hand side.  
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CHAPTER 3. METHODOLOGY 
The objective of this research is to evaluate how design elements, such as human pictures, 
overall color, and the layout of a bank’s website, create and convey credibility and trust for 
people. These results can be used to assist designers and financial institutions analyze and 
improve the quality of banks’ websites design as a standard in the future. There are several 
methods to connect to a bank’s homepage, such as through a mobile phone, a computer, a 
PDA, etc. This study focused on accessing a computer-based environment and the prototypes 
were designed for a computer monitor environment. This chapter describes how the 
researcher developed this study’s methods, such as the process of building design prototypes 
and collecting participants’ information.  
 
3.1 Research development of a bank’s website prototype designs 
A prototype of a bank’ website was developed for this research. The site name for the 
prototype was named ‘Bank’ to pretend to exist as a real financial homepage and a site ID 
was placed on the top left-hand side, as is usual for banks’ homepages (Figure 3.1).  
 
 
 
 
 
 
  
 
 
Figure 3.1 Sketch and Site ID of prototype 
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A self-administered web-based survey page was developed, using the following 
design components—1) five human photos, 2) three website structure types, and 3) six 
contrasting colors. These three categories were developed, based on the literature review of 
exciting bank websites. Structure prototypes depicted the overall layout of the website. For 
the prototypes of pictures and colors, their original schemes were changed into the black and 
white mode. Prototypes in color included whole structures, the same as the structure 
prototypes. Since this research was to determine the trustful elements of the three design 
elements mentioned above, the survey order was set on picture, structure, followed by color.  
The following questions were designed in a specific order to identify the components 
needed to answer the research questions.  
• Which human picture images best appeal to the website user to build trust? 
• Which information architectures (structures) are preferred? 
• Which of the six different color schemes of a bank’s website build trust the most? 
 
3.1.1 Pictures 
In the literature review, Chapter 2 demonstrated the visual effects people believe elicit trust 
on a website; for example, ‘good-looking’ and ‘professional looking’ homepages help their 
online customers believe the websites create trust. A good graphic image makes a long-
lasting first impression. Some researchers (Wang & Emurian 2005a, Steinbrück et al. 2002) 
note that facial expressions online are very important. Therefore, this study will determine 
which type of photograph will provide the most credibility to online banking users. 
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 ‘Facial cue’ is mentioned by Riegelsberger (2002). A face-to-face experience is an 
important interaction to build trust online. Facial expressions represent a person’s emotional 
cues and visual attention uses in marketing. In advertisements, most commercials these days 
show details of their products. However, products have a more powerful effect when 
combined with a human face. For instance, if an advertisement shows a very attractive person 
using the product, this builds trust. This is because of the important sources of socio-
emotional cues (Riegelsberger, 2002). Steinbrück (2002) also studied effects of employee’s 
facial photographs for customers on a bank’s website in Germany. 
Contemporary banks identified for this study used various kinds of pictures on their 
websites. The images varied from nature to families—men, women, groups, and many other 
types of pictures. This study will determine the type of human image that will appeal to most 
people to build trustworthiness for the bank’s web page.  
The size of these prototypes was 890 x 320 pixels. Usually image files on a website 
are set in the middle or next to the login area on either the left- or right-hand side. All 
elements on a website, such as contents, icons, section menus on top, were eliminated except 
a bank’s logo on the top, so the respondents could concentrate on the picture images. Figure 
3.1 was a previous version of the prototype for human pictures. Nevertheless, it was modified 
to a simpler format so participants could better focus on its picture. 
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All human pictures (Figure 3.3) were purchased at http://www.photos.com, except the 
ethnic group picture borrowed from http://question.bahai.org/ (taken March 13, 2009). They 
were re-touched for this research condition. To eliminate any possible variations on each 
picture image, the backgrounds of the original pictures (a man, a woman, a family, a small 
group, and an ethnic group) were removed. All pictures were cut to show their upper body 
for the sitting positioning. For consistency, the female and small group pictures were 
transformed so the human figures seemed to lean more towards the left-hand side (our view 
from the left). Pens located in the man and women’s hands were removed from the images. 
The female’s hair was on her right-hand side. A shirt collar was added on her right-hand side 
instead of her long hair on her shoulder. To compare with the man’s hair, the woman’s long 
hair was removed. Then, all human figures were changed to the black and white color mode 
and these images were center aligned (Table 3.1). 
The five graphic images are in a business setting by official appearance, wearing a 
suit, and using the upper part of the body. All human figures in these photos include a smile 
or a near smile to produce the same facial expression on the pictures. Figure 3.4 to Figure 3.8 
are final prototypes for the photo images.  
Figure 3.2 The initial prototype for pictures 
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Figure 3.4 Prototype with male picture 
 
Figure 3.3 Original picture images 
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Figure 3.5 Prototype with female picture 
 
 
Figure 3.6 Prototype with family picture 
 
 
Figure 3.7 Prototype with small group picture 
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Figure 3.8 Prototype with ethnic people picture 
 
There are some variations in pictures. For example, in the apparel category, there are 
two exceptions—family and ethnic pictures. Each person appears at the workplace and wears 
a suit. However, the only exception is the family picture, which depicts a comfortable family 
mood. A family (parents and children) usually wears comfortable clothing at home. The 
figures’ used different clothes, gestures, facial expressions, etc. to depict some variation. All 
photos were changed into a gray tone. To eliminate issues between female and male, 
individuals sat in front of a desk, wearing formal suit attire. 
 
Variations between the man and woman pictures are: 
• Age range has little gap between a male and female. (The male seems older than the 
female.) 
• Hand gestures; the male places each hand on his desk, but the female holds her hands 
together on the desk. 
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Participants might decide to look for a warm and happy emotional expression of the 
family photo rather than an official setting in a picture. For the ethnic picture, people are 
wearing their traditional costumes as a global appearance. If the picture was selected, it could 
be presented that the photo of minorities increases the participants’ trust in the website. 
Therefore, if one of the five pictures receives the most votes from this survey, it could be 
demonstrated that the photo conveys a high level of trust among participants.  
 
Table 3.1 Breakdown of prototype images 
Pictures  Apparel Part of the 
body 
Position/ gesture Facial 
expression 
A male 
 
Suit Upper part  Sitting/ put hands on 
desk 
Smiling 
A 
female 
 
Suit Upper part Sitting/ hold hands 
together on desk 
Smiling 
A 
family 
 
Casual 
wear 
Upper part Sitting/ parents hold 
their kids 
Smiling 
A small 
group 
  
Suit Upper part One is sitting, three 
are standing/  
Smiling 
An 
ethnic 
group 
 
National 
costume 
Upper part All are standing Smiling 
 
3.1.2 Structures 
Previous research (Claessens et al., 2002; Steinbrück et al., 2002; Kaya & Epps, 2004; Wang 
& Emurian, 2005) on the general information of the effects of graphic images and color are 
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completed in many ways. However, research about web design layout provides few studies 
that define the kind of website’s layout that might convey a perception of trustworthiness to 
the user. Thus, another objective of this study is to determine which structure or structures 
are related to preference, based on feelings of trust.  
The twenty top-ranked banks in the United States were determined. The prototype of 
these bank’s homepage structures is shown in Figure 3.9.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
The goal of this research on website structure was to determine if this design layout builds 
confidence with online banking customers. The most popular homepage structures on the 
Internet have the usual format—the menu section at the top, the login area on the left-hand 
Figure 3.9 Most common structural features of bank websites 
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side, and the main graphic image next to the login area, usually located in the middle. The 
text content area is underneath the image and the bottom section is similar to Figure 3.9. This 
researcher struggled to create different prototypes of website structure. The reason is because 
the most basic and common website structures and application structures were limited to 
present a variety of prototypes. Therefore, there are three prototypes. They look similar, 
except Option 1 has menus on the left-hand side. Even Options 2 and 3 are almost the same 
with different locations for the login box. This researcher would like to determine 
participants’ opinions and feelings for these three options. In the analysis of bank websites, 
eight banks (40%) had the login location on left-hand side and same number of banks (40%) 
placed the login area on the right-hand side. 
It is difficult to determine how a website’s design layout for a bank can be made to be 
more credible for customers. Even the prototype did not provide a second subpage to 
participants. The participants had to look through the first scene of the website. It should be 
noted that the participants did not view subpages, since potential customers of a bank would 
not have access to subpages before deciding to utilize an online banking option. To 
concentrate on the structure of a bank’s website prototype, all colors from the images were 
removed and substituted with gray colors for the three prototypes to verify which structures 
customers preferred. 
This section asked questions about which website information structure participants 
preferred and their reason for this perception. Figure 3.10 to Figure 3.12 shows the 
prototypes of the websites’ structures used in this study. As Table 3.2 shows, three 
prototypes were compared with the location of section (menu) and login area. 
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Figure 3.10 Prototype Structure option 1 
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Figure 3.11 Prototype Structure option 2 
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Figure 3.12 Prototype Structure option 3 
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Table 3.2 Comparison: structural prototypes 
  Section Login 
1 
 
Vertical, left Underneath of the 
section 
2 
 
Horizontal, top Left-hand side 
3 
 
Horizontal, top Right-hand side 
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3.1.3 Colors 
In the literature review (Kaya & Epps, 2004), a cool color, especially blue, was determined 
as more rational, peaceful, authoritative, impressive, etc., in general. This study examined 
which color persuades people to trust the website the most. Six solid colors were used—
yellow, red, green, purple, gray, and blue—and the overall size of these prototypes were 890 
x 744 pixels. Before modification of the color prototypes, there were many extraneous 
elements on them that could confuse the research participants because of pretending the 
prototypes were real websites. However, to ensure that the participants responded only to the 
colors, no graphic element, such as an image or non-related colors, was added. Figure 3.13 to 
Figure 3.17 shows the color site prototypes. Table 3.3 shows the general perceptions and 
subjective impressions for the six colors tested. Each color prototype used various tints and 
saturations of the same color. 
In preparing the color prototypes, gray and white were used as neutral alternate colors 
in limited amounts. The gray and white were used consistently on all of the prototypes. This, 
again, was completed to avoid the influence of another color on the participants’ responses. 
The six layout prototypes were created entirely in grayscale, to eliminate the possibility that 
the participants might base their reactions on color instead of specifically on layout or image. 
 As shown Table 3.3, six color prototypes were created, using a single color and with 
some limited use of some gray and white as neutral alternative colors. The neutrals were used 
consistently and in the same amounts on all six color prototypes. 
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Figure 3.13  Color Prototype: Yellow 
 
 Yellow of top and bottom bar  
#d1b202, R 209, G 178, B 2 
 
 Yellow in image area 
#c5b716, R 197, G 183, B 22 
 
 Yellow in ‘Welcome to Bank’ spot 
#e9d105, R 233, G 209, B 5 
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Figure 3.14 Color Prototype: Red 
 
 
 Red of top and bottom bar  
#7c0f0f, R 124, G 15, B 15 
 
 Red in image area 
#f42f18, R 244, G 47, B 24 
 
 Red in ‘Welcome to Bank’ spot 
#ff8b7e, R 255, G 139, B 126 
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Figure 3.15 Color Prototype: Green 
 
 
 Green of top and bottom bar  
#20510f, R 32, G 81, B 15 
 
 Green in image area 
#71af29, R 113, G 175, B 41 
 
 Green in ‘Welcome to Bank’ spot 
#99da62, R 153, G 218, B 98 
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Figure 3.15 Color Prototype: Purple 
 
 Purple of top and bottom bar  
#6c0f40, R 108, G 15, B 64 
 Purple in image area 
#b1277c, R 177, G 39, B 124 
 Purple in ‘Welcome to Bank’ spot 
#da65ad, R 218, G 101, B 173 
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Figure 3.16 Color Prototype: Gray 
 
 Gray of top and bottom bar  
           #636363, R 99, G 99, B 99 
 
 Gray in image area 
#919091, R 145, G 145, B 145 
 
 Gray in ‘Welcome to Bank’ spot 
#c4c3b9, R 196, G 195, B 185 
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Figure 3.17 Color Prototype: Blue 
 
 Blue of top and bottom bar  
#1e3e58, R 30, G 62, B 88 
 Blue in image area 
#0c72d0, R 12, G 114, B 208 
 
 Blue in ‘Welcome to Bank’ spot 
#89bbe8, R 137, G 187, B 232 
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Table 3.3 Comparison Color prototypes 
Color  General 
perception 
Objective 
impressions 
Secondary 
color 
Yellow 
 
Sunny, 
incandescent, 
radiant 
 
 
 
Cheerful, inspiring, 
vital, celestial 
Gray, white 
Red 
 
Brilliant, 
intense, 
opaque, dry, 
danger, stop 
 
 
 
Passionate, exciting, 
fervid, active 
Gray, white 
Green 
 
Clear, moist 
 
 
 
 
 
Quieting, refreshing, 
peaceful, nascent 
Gray, white 
Purple 
 
Deep, soft, 
atmospheric 
 
 
 
 
Dignified, pompous, 
mournful, mystic 
Gray, white 
Gray 
 
Cold 
 
 
 
 
Neutral - 
Blue 
 
Transparent, 
wet 
 
 
 
 
 
Subduing, 
melancholy, 
contemplative,  
sober 
Gray, white 
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Quantitative research methodology was used in this study. An online survey was 
developed. Participants were asked monthly income, daily Internet usage, payment method 
for online shopping, and experience with online banking. This researcher believes these are 
some of the connections with the one’s utilization of financial institutions’ websites to 
manage personal banking needs.  
 
3. 2 Survey procedure 
3.2.1 Participants 
The participants were students enrolled at Iowa State University (ISU) and were 18 years old 
or older. Survey participants were contacted by three methods—email, word-of-mouth, and 
fliers. Two hundred ISU students’ email addresses were randomly selected from the ISU 
2008-2009 directory. Volunteers could request an email to obtain more information about the 
research study. The recruiting email included the online survey address and participants 
could access it themselves. Fliers were posted at different locations around the ISU campus, 
e.g., Memorial Union and Dining Service Center. 
 
3.2.2 Prize and Confidentiality 
To stimulate participation, there was an incentive that one could win a $20 Target gift card 
after the survey was completed by two hundred participants. At the end of the survey period, 
a random drawing was held. The winner was notified and received the prize. All identifying 
information the participants provided for the prize was stored separately from the 
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participants’ data and deleted immediately after the drawing. This researcher notified all 
respondents their data would be destroyed after completion of this research and used a 
personal computer password that was protected and no one could access it. In addition, all 
participants’ data were kept in a safe place, and this researcher analyzed the data at home or 
in the studio at the College of Design. 
 
3.2.3 Survey questionnaires 
Survey participants were asked about their personal information and banking experiences for 
this research. This researcher assumed participants’ profiles, patterns of online shopping and 
making payments, and their experiences with banking activity both online and offline might 
influence their credibility in evaluating design components (pictures, structures, and colors 
on websites). Thus, this research focused on determining the relationships between 
participants’ profiles and evaluating trust on these three elements. 
There were demographic questions, participants’ personal Internet use, banking 
experience questions, and the three design elements— pictures, a website’s structure, and 
color questions—that participants were asked to respond. There were nineteen question types 
about participant’s information requested: 
• Gender 
• Status 
• College and department 
• Racial Group 
• Income range per month 
• Utilization of the Internet daily through a computer 
• Spending money at an online store 
• Payment method for the online store 
• Experience with retail banks 
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• Experience with online banking 
• Reasons not visiting own bank’s homepage 
• Number of visits on own bank’s website monthly 
• Main reason for accessing own bank’s website 
 
 
The survey asked three main questions and requested an additional explanation as to why 
they chose a given response. 
 
Survey prototypes 
1.  If these were pictures on your bank's website, which would cause you to trust  
 the bank the most? 
 Would you explain the reason why you choose the picture? 
 
2. If these web structures are on your bank's website, which one do you prefer to  
 use? 
 Would you explain the reason why you choose the web layout? 
 
3. If these are colors on your bank's website, which would cause you to trust the  
 bank the most? 
Would you explain the reason why you choose the color? 
 
 
3.2.4 Survey procedure 
This researcher decided a survey through a self-administered web-based survey would be the 
best option to collect one hundred participants. The plan was to upload the participant 
information questionnaires and prototypes through the online survey service website: 
www.surveymonkey.com. All participants would then get a chance to access this online 
survey through fliers as well.  
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The online survey was accessible for participation between April 28–May 8, 2009. 
This research has two parts: participant’s information and design prototypes. Overall, the 
participants finished the online survey in less than 15 minutes.  
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CHAPTER 4. SURVEY RESULTS 
This chapter is divided into three parts. The first part describes participant information and 
website design prototypes. The second part includes the data analysis and describes the 
different data results between the divided groups in the design components. The third part 
consists of the Design and Non-design major groups. 
Because the data varied with different population groupings providing different 
results, the findings are presented in a series of tables. The findings first explain the general 
results by gender (females and males), then divides the results by major racial groups, such 
as Caucasian and Asian. African-American and Hispanic populations had a small number of 
participants. However, there was a sufficient number of responses to draw a comparison 
between Caucasians and Asians.  
The results are reported by percentage from the total participants (188). Since 
Caucasian and Asian populations were different in numbers, percentage comparisons 
between groups are based on the total number of participants from that specific ethnic 
population.  
 
4.1 Data of one hundred eighty-eight participants 
Two hundred Iowa State University students were randomly selected by email address from 
the ISU directory (2008-2009) to voluntarily participate in this research study. One hundred 
eighty-eight (188) participants completed the survey, which exceeded expectations. This 
researcher decided that using more participants would be effective and IRB allowed this 
study to use the total data (188) this researcher obtained (See Appendix A). These data were 
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gathered from surveymonkey.com and analyzed with Microsoft Excel software and SPSS 
(Statistical Package for the Social Sciences).  
 
4.1.1 Participants’ information 
In this part, there were 13 questions this researcher believed were related to discovering 
which design elements in a financial website communicate trustworthiness to people.  
The percentages in the tables represent the total number of survey participants, 
including participants who did not answer the question. All participants were students, 
enrolled in Iowa State University (Table 4.1). 
 
Gender, status, and race 
Table 4.1 shows that most respondents of this survey were undergraduate students (69.1%). 
There were one hundred fifteen females (61.2%) and seventy-three males (38.8%), who 
participated.  
Table 4.2 shows a breakdown of the total population between gender and university 
status. The highest status was fifty-four males (74%) out of seventy-three, who were 
undergraduate students, followed by seventy-six females (66.1%), who were also 
undergraduate students. 
To determine race, there were six options—Arabic/Middle Eastern, Asian/Pacific 
Islander, Black/African-American, Hispanic, Native American Indian, and White/Caucasian. 
As Table 4.3 shows, one hundred twenty-seven (67.6%) of the participants were 
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White/Caucasian (67.6%) followed by Asians (26.6%). Asian/Pacific Islander included 
Korean, Chinese, Japanese, and Taiwanese populations. 
  
  
Table 4.1 Participants by gender, statuses, and race 
 
 
Table 4.2 Participants by Gender and level of study 
 Female Male 
Undergraduate 
Student 
76 
(66.1%) 
54 
(74%) 
Graduate Student 
(Master) 
31 
(27%) 
13 
(17.8%) 
PhD 8 
(7%) 
6 
(8.2%) 
Total 115 
(100%) 
73 
(100%) 
 
 
There were no participants from two categories—Arabic/Middle Eastern and Native 
American Indian. Females and males in both African-American and Hispanic had a small 
number of participants. However, these groups’ responses showed little differences from the 
other groups, such as Caucasian and Asian females and males. For this reason, this researcher 
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decided to define the groups by race and gender with four races, such as Asian/Pacific 
Islander, Black/African-American, Hispanic, and White/Caucasian. 
 
Table 4.3 Participants by race 
 
 
 
 
 
 
 
 
 
(Question 4. Your racial group is) 
 
College and department 
As Table 4.4 shows, participants in the Design College were one hundred twenty (63.8%) as 
top number of responses. Table 4.5 shows the division of groupings between Design and 
Non-design majors. In the Design major group, thirty-six males were dominant (83.7%), 
followed by twenty-one Asian males (70%) from other fields of study. Since participants 
from the Design College were high, this researcher assumed the results of this survey were 
controlled by Design majors. This analysis will be presented in the design prototype parts 
later in this chapter. 
 
 Female Male Total 
White/ Caucasian 84 
(73%) 
43  
(58.9%) 
127 
(67.6%) 
Asian/ Pacific islander 25 
(21.7%) 
25  
(34.2%) 
50 
(26.6%) 
Hispanic 5 
(4.3%) 
3 
(4.1%) 
8 
(4.3%) 
Black/ African-American 1 
(0.9%) 
2 
(2.7%) 
3 
(1.6%) 
Native American Indian - - - 
Arabic/ Middle Eastern - - - 
Total 
 
115 
(100%) 
73 
(100%) 
188 
(100%) 
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Table 4.4 Participants by College and department 
 
(Question 3. Your college and department) 
 
Table 4.5 Breakdown of participants: Design and Non-design, race, and gender 
 Design Non-design Total 
Female Male Female Male 
Caucasian 62 
(80.5%) 
36 
(83.7%) 
22 
(57.9%) 
7 
(23.3%) 
127 
(67.6%) 
African 
American 
- 
 
- 1 
(2.6%) 
2 
(6.7%) 
3 
(1.6%) 
Hispanic 3 
(3.9%) 
3 
(7%) 
2 
(5.3%) 
- 8 
(4.3%) 
Asian 12 
(15.6%) 
4 
(9.3%) 
13 
(34.2%) 
21 
(70%) 
50 
(26.6%) 
Total 77 
(100%) 
43 
(100%) 
38 
(100%) 
30 
(100%) 
188 
(100%) 
120 
 
68 
 
 
 
Income range 
As Table 4.6 shows, the average of all participants’ income was less than 500 US dollars 
(51.1%) per month followed by a range between $501 and 1,000 US dollars (25%). 
According to Table 4.7, fifteen Asian males (60%), forty-three Caucasian females (51.2%), 
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twenty-one Caucasian males (48.8%), and nine Asian females (36%) earned less than five 
hundred US dollars per month. 
  
Table 4.6 Participants by income range 
 
 
 
Table 4.7 Break down of participants’ income range per month 
 Caucasian  African 
American 
Hispanic Asian Total 
Female Male Female Male Female Male Female Male 
Less than 
$500 
43 
(51.2%) 
21 
(48.8%) 
  5 
(100%) 
3 
(100%) 
9 
(36%) 
15 
(60%) 
96 
(51.1%) 
$501~1,000 25 
(29.8%) 
12 
(27.9%) 
1 
(100%) 
   5 
(20%) 
4 
(16%) 
47 
(25%) 
$1,001~2,000 10 
(11.9%) 
10 
(23.3%) 
 2 
(100%) 
  8 
(32%) 
5 
(20%) 
35 
(18.6%) 
More than 
$2,001  
5 
(6%) 
     3 
(12%) 
 8 
(4.3%) 
Not answered 1 
(1.2%) 
      1 
(4%) 
2 
(1.1%) 
Total 84 
(100%) 
43 
(100%) 
1 
(100%) 
2 
(100%) 
5 
(100%) 
3 
(100%) 
25 
(100%) 
25 
(100%) 
188 
(100%) 
130 58 
(Question 5. Your income range a month is) 
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Internet access 
In this survey, according to Table 4.8, one hundred and one students responded they were 
accessing the Internet eight or more times daily (53.7%). Only two female participants from 
Caucasian and African-American used the Internet less than once daily, but eighty-four 
(39.7%) participants connected to the Internet between two and seven times daily.  
  
Table 4.8 Frequency of Computer Internet access per day 
 
(Question 6. How often do you access the Internet a day by computer?) 
 
 
Since Table 4.9, forty-one males (56.2%) in total received more than one-half percentage to 
access the Internet ‘8 more times’ category followed by sixty females (52.2%). Table 4.10 
breaks down the frequency for Internet access by total female and male participants’ on ‘8 
more times.’  
Seventeen Asian males (68%) accessed the Internet more frequently per day, 
followed by three Hispanic females (60%) out of five. 
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Table 4.9 Break down of female and male Internet access frequency per day 
 Female Male Total 
1 or less 2 
(1.7%) 
- 2 
(1.1%) 
2~4 times 24 
(20.9%) 
8 
(11%) 
32 
(17%) 
5~7 times 29 
(25.2%) 
23 
(31.5%) 
52 
(22.7%) 
8 or more 60 
(52.2%) 
41 
(56.2%) 
101 
(53.7%) 
Not answered - 1 
(1.4%) 
1 
(0.5%) 
Total 115 
(100%) 
73 
(100%) 
188 
(100%) 
 
 
Table 4.10 Frequency of Computer Internet access per day Racial break down of 
participants with more than 8 Internet visits per day 
 Female Male Total 
 Caucasian Hispanic Asian Caucasian Hispanic Asian 
8 or more 43 
(51.2%) 
3 
(60%) 
14 
(56%) 
22 
(51.2%) 
2 
(66.7%) 
17 
(68%) 
101 
(53.7%) 
Total 84 
(100%) 
5 
(100%) 
25 
(100%) 
43 
(100%) 
3 
(100%) 
25 
(100%) 
188 
(100%) 
 
 
Spending money at online stores 
If one purchases a product from an online store, he or she must pay in some manner.  
Table 4.11 shows participants’ contacts to make payments. According to Table 4.11, 
a total of one hundred and eight participants (57.4%) spent less than fifty US dollars monthly 
on online stores. In contrast, thirty-one (16.5%) of the participants purchased nothing through 
stores on the Internet. 
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Table 4.11 Amount of money spent at online stores 
 
(Question 7. How much money do you spend at online store 
 (i.e. Amazon.com, Ebay.com , Hotwire.com, or etc) a month?) 
 
Payment methods for online shopping 
There were six unanswered participants for Question 8. According to Table 4.12, it is 
obvious that using credit, debit, or store cards as a payment method online occurred with one 
hundred seventy-three participants (92%). No one sent checks to an online store company. 
There were nine (4.8%) participants who answered other methods for online payment as 
‘Other’ reasons.  
Six Caucasian females, two Caucasian male, and one Asian male paid their bills 
through Paypal. Paypal provides online payment services for people to transfer their money 
from their bank accounts, use credit cards, or make payment through the Paypal homepage. 
The two Caucasian males explained that one ‘usually does not pay online’, and the other 
participant usually used ‘wire transfer.’ It is a fact that participants needed to make a 
payment for e-commerce websites with their bank-related systems. At least they had to 
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access their bank’s website for transferring money, checking balance, or handling credit or 
debit cards.  
 
Table 4.12 Payment methods for online shopping 
 
(Question 8. How do you make payment to online store  
(i.e. Amazon.com, Ebay.com, Hotwire.com, or etc)?) 
 
Experience of visiting a bank’s website 
According to Table 4.13, one hundred seventy-seven participants (94.1%) had visited a 
financial homepage before the survey. There were eight (4.3%) participants who did not have 
a chance to visit any bank websites yet.  
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Table 4.13 Experience in bank websites 
 
(Question 9. Have you ever visited any bank’s website before?) 
 
 
Online banking experience 
Question 10 asked participants about their banking experience on the Internet. This would 
lead participants to either have an experience of using a financial website (Question 12) or 
not having website financial experience (Question 11). These responses led to different 
questions. According to the results shown in Table 4.14 twenty participants (10.6%) did not 
interact with Internet financial websites, and then were directed to Question 11. However, 
one hundred sixty-seven (88.8%) had knowledge of banking through the Internet and they 
were asked go to Question 12 to respond.  
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Table 4.14 Online banking experience 
 
(Question 10. Have you ever used online banking?) 
 
Reason for no utilization of online banking 
In Table 4.15, there were nine (4.8%) out of twenty participants who commented ‘Not 
interested in online banking’ followed by three reasons: ‘Feel better go to retail bank’ (2.1%), 
‘Don’t know how to use it’ (2.1%), and ‘Other’ (2.1%).  
Included in the ‘Other’ reason, there were four responses (2.1%)—two Caucasian 
females and two Asian males. One Caucasian female said she “had no reason to use online 
banking” and one Caucasian male replied the reason for not accessing Internet banking was 
he “had not signed up for online banking.” One Asian female said her “husband used the 
bank’s homepage and she allowed him to use online banking for her.” One Asian male 
explained that he “had no chance to do it.”  
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Table 4.15 Reasons for avoidance of online banking 
 
(Question 11. If you do not visit your bank’s homepage, what is the main reason?) 
 
Table 4.16 analyzes the total responses between females and males, according to 
reasons why they had not visited an online bank’s website. Female participants (46.2%) were 
mostly not interested in visiting a bank’s website than males (42.9%). 
If participants accessed a bank’s homepage before, they went from Question 10 to 
Question 12. One hundred sixty-seven (88.8%) out of one hundred eighty-eight participants 
had visited a bank’s website between two and three times a month. 
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Table 4.16 Break down of reasons for online banking avoidance 
 Female Male Total 
Better go to retail 
bank 
2 
(15.4%) 
- 2 
(1.1%) 
Don’t know how to 
use it 
3 
(23.1%) 
1 
(14.3%) 
4 
(2.1%) 
Not interested  6 
(46.2%) 
3 
(42.9%) 
9 
 (4.8%) 
Other 2 
(15.4%) 
2 
(28.6%) 
4 
(2.1%) 
Not answered  1 
(14.3%) 
1 
(0.5%) 
Total 13 
(100%) 
7 
(100%) 
20 
(10.6%) 
N=188 
 
 
Number of time to access on a bank’s website 
As Table 4.17 shows, fifty-seven (30.3%) participants accessed their financial institution 
websites two to three times monthly. Caucasian males more often visit the website at seven 
or more times per month. 
 
Table 4.17 Number of financial website accesses per month 
 
Question 12. If yes, how often do you use your financial website in a month?) 
 (This comes from answered ‘yes’ on Q10) 
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Reason of Internet banking 
As Table 4.18 shows, the reasons for checking account balance or credit cards was the most 
important reason to use online banking (68.6%). The next high ranked data were ‘Making 
payments’ (14.4%) followed by ‘Transferring money to other accounts’ (6.4%) votes and 
‘Get information’ (1.1%). There were two males in the ‘Other’ reason. One answered his 
intention of visiting a bank’s website was to check for double charges, due to recently 
founded fraud charges on his account. The other participant stated that he transfers money for 
stocks. In addition, there was one Caucasian female involved in the ‘Other’ as well. She 
stated that it was easy to make changes on information or current address. 
  
Table 4.18 Main purpose of a bank homepage access 
 
 (Question 13. What is your main purpose for accessing the bank websites?) 
 
This researcher divided Caucasian females and males, and Asian females and males, 
because African-American and Hispanic had small population numbers. 
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According to Table 4.19, another reason for accessing a bank’s homepage was to transfer 
money to other accounts for Caucasian females (8.9%) and males (8.1%).  
Asian participants did not often access a bank’s homepage to transfer their money to 
another account. However, Asian females (20%) did make payments through online banking, 
the highest number among others. There was only one Asian male (4%) who had a reason for 
accessing a bank’s homepage to learn some information about funds, loans, insurances, and 
so on. 
 
Table 4.19 Break down of banking activities: Caucasian and Asian  
 Caucasian Asian Total 
 Female Male Female Male 
Check balance 58 
(73.4%) 
26 
(70.3%) 
17 
(68%) 
20 
(80.4%) 
129 
(68.6%) 
Transfer money to 
other accounts  
7 
(8.9%) 
3 
(8.1%) 
1 
(4%) 
1 
(4%) 
12 
(6.4%) 
 
Make payment  
 
12 
(15.2%) 
6 
(16.2%) 
5 
(20%) 
3 
(12%) 
27 
(14.4%) 
 
Get information - - - 1 
(4%) 
2 
(1.1%) 
Other 1 
(1.3%) 
2 
(5.4%) 
- - 3 
(1.6%) 
Not answered 1 
(1.3%) 
- 2 
(8%) 
- 3 
(1.6%) 
Total 79 
(100%) 
37 
(100%) 
25 
(100%) 
25 
(100%) 
188 
(100%) 
 
4.1.2 The survey on design elements of a bank website 
The data analysis from Table 4.20 to Table 4.24 were results on a financial website design 
for a bank from Question 1 to Question 6 in part 2 of the survey. The purpose for this part 
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was to determine how design elements, such as human pictures, layouts, and colors of a 
bank’s web page design affect people to indicate trust the most. 
Questions asked for this survey: 
• Question 1: If these are pictures on your bank’s website, which would cause you to 
trust the bank the most? 
 
• Question 2: Would you explain the reason why you choose the picture? 
 
• Question 3: If these web structures are on your bank’s website, which one do you 
prefer to use? 
 
• Question 4: Would you explain the reason why you choose the web layout? 
 
• Question 5: If these are colors on your bank’s website, which would cause you to 
trust the bank the most? 
 
• Question 6: Would you explain the reason why you choose the color? 
 
4.1.2.1 Human Pictures 
Table 4.20 demonstrates that the small group picture showed the most trust. Overall results 
indicated a small group picture (four people shown). There was the most top-ranked photo: a 
small group (35.1%) followed by a family photograph (33%). There were forty-two females 
(22.4%) and twenty-four males (12.8%). By gender, forty females (21.3%) and twenty-two 
males (11.7%) believed the family picture showed trust. There were thirty-five female 
Caucasians and eighteen males Caucasians who believed the small group picture as the 
picture that portrayed the most believable for trust. It is interesting that the family picture 
received more votes from Asian participants.  
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Table 4.20 Analysis of results: image and credibility 
 
(Question 1. If these are pictures on your bank’s website, which would cause you to trust the 
bank the most?) 
 
Question 2 asked participants why they selected the human pictures they did as the 
human picture that portrayed the most trust. Most responses had a reason for this question. 
Some participants’ comments for their photo are as follows. 
Figure 4.1 Human pictures 
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Option 4 (A small group) (35.1%) 
Participants received professional and happy feelings from the small group picture. The 
reason most participants selected the small group picture was mostly because: 
• Appropriate number of people for effective bank working. 
• Looks like a friendly group, who appear they like to work together for 
customers. 
• Combination of professional looking people. 
• Looks like friendly bank employees. 
• A small group makes me feel more like I am being taken care of best. 
Another response was the group picture had a computer and it made the picture look 
more like a professional team. Since only option 4 contains a computer, this might have been 
biased for this study. 
 
Option 3 (A family) (33%) 
Overall, answers about the family picture were that participants could trust this because it is 
family-oriented and the family structure provides a safe and honest feeling. Asian male 
participants said that ‘family oriented’ was important and it portrayed more powerful 
influences. Most participants who selected the family photo mentioned ideas such as: 
• Feeling of protected, comfortable, and safe. 
• Family picture seems more comfortable, honest, and friendly. 
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Option 5 (An ethnic group) (16.5%) 
The main reason for this answer was that there were many people from different countries—
diversity and international. It reminded participants of a bank with service connected to other 
countries. Participants received the impression from the image that the multi-racial people in 
the features on the picture were a group or a team at a financial institution. Some participants 
answered this picture reminded them of ‘Verizon network coverage’ as a positive judgment. 
• Option 5 had a reason that “a wide range of people letting me know they are 
there to help whoever is in need.” 
• Prefer to work with a group rather than an individual. 
• Seems like they are all staff at a bank. 
• Diverse staff of part of a bank. 
 
Option 6 None of these (5.9.%) 
Only two females and one male of Caucasian out of six provided comments. One said it did 
not really matter if a human picture was included on a bank website, but its services and 
protection were what mattered most. Another respondent mentioned none of the choices 
elicited trust. 
 
Option 2 (A female) (4.8%) 
Caucasian female participants read the woman’s body language on the picture as leaning 
forward was the reason why it could be trustful. Another answered, “she looks professional 
and authoritative.” An interesting comment from an Asian female was that she “trusted 
women more than men.”  
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Option 1 (A male) (3.8%) 
The lowest ranked percentage was the male picture. However, some of the participants 
mentioned it looked more business-oriented and the male seemed to be an expert. 
According to Table 4.21, between Caucasian and Asian participants, the family 
photographs increased females to feel trust towards a bank’s homepage crediblity. In 
contrast, Caucasian males (41.9%) and Asian males (20%) voted the small group picture. 
African-American consisted of one female and one male, and Hispanic had five 
females and three males. Even though there was a small number, there were one African- 
American male, two Hispanic females, and two Hispanic male on the ethnic group picture. 
Therefore, this researcher believes the results would come out differently when the number 
of minority would be filled. 
 
Table 4.21 Image results breakdown by race 
 Caucasian African 
American 
Hispanic Asian Total 
 Female Male Female Male Female Male Female Male 
1 A male 2 
(2.4%) 
3 
(7%) 
- - - - 1 
(4%) 
1 
(4%) 
7 
(3.7%) 
2 A female  5 
(6%) 
2 
(4.7%) 
- - - - 1 
(4%) 
1 
(4%) 
9 
(4.8%) 
3 A family 
 
27 
(32.1%) 
11 
(25.6%) 
1 
(100%) 
- 1 
(20%) 
1 
(33.3%) 
11 
(44%) 
10 
(40%) 
62 
(33%) 
4 A small 
group 
35 
(41.7%) 
18 
(41.9%) 
- 1 
(50%) 
2 
(40%) 
- 5 
(20%) 
5 
(20%) 
66 
(35.1%) 
5 An ethnic 
group 
9 
(7.1%) 
5 
(11.6%) 
- 1 
(50%) 
2 
(40%) 
2 
(66.7%) 
6 
(24%) 
6 
(24%) 
31 
(16.5%) 
None of 
these 
6 
(7.1%) 
2 
(4.7%) 
 - -  1 
(4%) 
 
2 
(8%) 
11 
(5.9%) 
Not 
answered 
 2 
(4.7%) 
      2 
(1.1%) 
Total 84 
(100%) 
43 
(100%) 
1 
(100%) 
2 
(100%) 
5 
(100%) 
3 
(100%) 
25 
(100%) 
25 
(100%) 
188 
(100%) 
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4.1.2.2 Structures of a bank’s website 
For Question 3, participants were asked which information structure was most preferred to 
use on their bank’s website. Table 4.22 indicates the most frequently selected layout (43.1%) 
was inclined toward Option 2. The less popular selection (Option 1) was that it had vertical 
menu sections on the left-hand side. The participants preferred Option 2 as the option they 
would most like to see on their bank’s website. This was a surprise. It had not been 
anticipated that login location would be a big preference factor on a bank’s homepage. 
 
  
Table 4.22 Analysis of results: Structure and credibility 
 
 
Figure 4.2 Structural prototypes 
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Option 2 (43.1%) 
Overall, the reasons participants gave for selecting a layout were ‘looks easy to use’ and 
‘login area’, which helps quick accessibility. For instance, ‘username and password were on 
the upper left-hand corner. The layout of Option 2 produced a similar layout with what most 
current banks’ websites have and participants seemed to be influenced. 
• Easy to finding certain information. 
• Location of login place (upper left hand corner) for efficient and quick access.  
• More organized look. 
• Familiar style.  
 
Option 3 (31.4%) 
The difference between Option 2 and Option 3 is the location of the login area. This was 
entirely dependant on personal preference. Although it was the only difference, almost all 
participants favored use of Option 3.  Respondents pointed out ‘easy to use or navigate’, 
‘familiar with that their current bank’s website has’ same as answers for Option 2. One of the 
reasons participants influenced right-handed bias was due to the navigation direction from 
left to right. 
• Login place located on right-hand side is better. 
 
Option 1 (19.7%) 
Option 1 is obviously different from both Options 2 and 3 on the total structure. Most 
participants, who liked this better, stated they could recognize all information at once, due to 
the location of the menu section and login placed on the left-hand side together. 
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According to Table 4.23, Caucasian females and males, an African-American female, 
Hispanic females, and Asian males preferred Option 2 to use as their bank’s homepage 
layout. Only two Asian females (8%) among twenty-five participants wanted Option 1. Five 
Hispanic participants selected Option 3. Even the male Hispanic population, three in total, 
selected Option 3 (100%).  
 
Table 4.23 Break down of structure results by race and gender 
 Caucasian African 
American 
Hispanic Asian Total 
 Female Male Female Male Female Male Female Male 
1  24 
(28.6%) 
6 
(14%) 
- 1 
(50%) 
- - 2  
(8%) 
4 
(16%) 
37 
(19.7%) 
2  30 
(35.7%) 
20 
(46.5%) 
1 
(100%) 
1 
(50%) 
3 
(60%) 
- 11 
(24.4%) 
15 
(60%) 
81 
(43.1%) 
3  
 
27 
(32.1%) 
12 
(27.9%) 
- - 2 
(40%) 
3 
(100%) 
9 
(20%) 
6 
(24%) 
59 
(31.4%) 
None of 
these 
3 
(3.6%) 
3 
(7%) 
- - - - 3 
(6.7%) 
- 9 
(4.8%) 
Not 
answered 
 2 
(4.7%) 
      2 
(1.1%) 
Total 84 
(100%) 
43 
(100%) 
1 
(100%) 
2 
(100%) 
5 
(100%) 
3 
(100%) 
25 
(100%) 
25 
(100%) 
188 
(100%) 
 
4.1.2.3 Colors 
According to Error! Reference source not found.Error! Reference source not found., it was 
clearly shown that the purple color (Option 4) was not good for a financial website design 
(0%). In addition, the blue color (Option 6) was considered the most trustful color of a bank’s 
homepage (47.9%) from a total of ninety participants’ votes. Asian males also did not trust 
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the gray color (Option 5) to compare with other groups’ percentages. The next ranked was 
Option 3, green color prototype (27.7%) by fifty-two participants. 
 
 
Table 4.24 Analysis of results: Color 
 
Figure 4.3 Color prototypes 
  
 
101
Option 6 (Blue) (47.9%) 
Dominate participants selected the blue color the most. The reasons given were as follows: 
• Calming, soothing, classy, professional, modern, cold rational, or not intrusive. 
• Not too crazy flashy. 
• Most banks’ have [this color]. 
• Appropriate color for financial business. 
Participants noted the color green indicated “Eco-friendly” business and “Money,” 
and the color red indicated “Debt.” 
 
 Option 3 (Green) (27.7%) 
The second ranked color is green. It is interesting that several participants declared literally 
“Green = Money.” The basic knowledge of green color is natural and it appeals to a stable 
and safe emotion. Another statement is that ‘green color looks the softest, yet professional 
without appearing too business-like.’ 
• Green = Money 
• Feel safer. 
• Stable and calm (cool and relaxing). 
 
Option 5 (Gray) (9%) 
Participants, who selected the gray color, pointed out its neutral character that was more 
appropriate for colorful websites of a bank. Another opinion was that using either dark blue 
or gray could convey trust. 
• Neutral color (not too bright and not too shocking) 
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• Calm  
 
Option 1 (Yellow) (5.9%) 
An Asian female stated that “yellow color gives warmth, which invites people, and it is not 
totally bright yellow that does not hurts people eye. Red is warm color, but too strong.”  
 
Option 2 (Red) (5.3%) 
An Asian female referred to Asian cultural ideas that the red color means good things. 
• Stand out and it is Earthy color 
 
When Table 4.25 is broken down into race and gender, there were some interesting 
results. African-Americans felt trust with the green color the most as well as Hispanic 
females. For Hispanic participants, three females (60%) out of five selected green and two 
males (66.7%) selected blue. In addition, it is an interesting fact that overall, more females 
liked the green color than males (52 participants). Therefore, these results indicate a 
correlation between race and gender with regard to color preference. 
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Table 4.25 Break down of color results by race and gender 
 Caucasian African 
American 
Hispanic Asian Total 
 Female Male Female Male Female Male Female Male 
1(Yellow) 5 
(6%) 
3 
(7%) 
- - 1 
(20%) 
- 1 
(4%) 
1 
(4%) 
11 
(5.9%) 
2(Red)  4 
(4.8%) 
2 
(4.7%) 
- - - - 2 
(8%) 
2 
(8%) 
10 
(5.3%) 
3(Green) 
 
25 
(29.8%) 
6 
(14%) 
1 
(100%) 
1 
(50%) 
3 
(60%) 
1 
(33.3%) 
9 
(36%) 
6 
(24%) 
52 
(27.7%) 
4(Purple) - - - - - - - - - 
5(Gray) 8 
(9.5%) 
7 
(16.3%) 
- - 1 
(20%) 
- 1 
(4%) 
- 17 
(9%) 
6(Blue) 39 
(46.4%) 
21 
(48.8%) 
- 1 
(50%) 
- 2 
(66.7%) 
12 
(48%) 
15 
(60%) 
90 
(47.9%) 
None of 
these 
3 
(3.6%) 
2 
(4.7%) 
     1 
(4%) 
6 
(3.2%) 
Not 
answered 
 2 
(4.7%) 
      2 
(1.1%) 
Total 84 
(100%) 
43 
(100%) 
1 
(100%) 
2 
(100%) 
5 
(100%) 
3 
(100%) 
25 
(100%) 
25 
(100%) 
188 
(100%) 
 
4.2 Comparison between Design major vs. Non-design major 
As Table 4.26 shows, the participant population (63.8%) was dominated by the Design 
College as one hundred and twenty. The total number of participants outside the Design 
College was sixty-eight (36.2%)—thirty-eight females (20.2%) and thirty males (16%). 
This researcher believed this affected and biased the overall data results. It was 
decided to compare different major groups with the Design major participants (36.2%). For 
this reason, the survey analyses of prototypes were the most important questions about how 
design elements transferred trust between Design and other major participants. 
Table 4.26 demonstrated how many numbers of colleges’ participants responded to 
this research. The number, 188, represented all respondents, and each number of students had 
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a percentage divided with this total. Without the Design (36.2%) College participants, overall, 
Liberal Arts and Sciences had the highest participation (25) rate (13.3%), followed by 
Human Sciences College (11.2%) with twenty-one participants. There were also high 
numbers of seventeen (9%) females from Human Sciences, and for males, Liberal Arts and 
Sciences had fifteen participants (8%). 
Table 4.27 was divided into groupings between Design and Non-design College participants. 
There were seventy-seven females and forty-three males, who were involved in Design, and 
thirty-eight females and thirty males were from other colleges. There are few differences to 
compare between participants whose major was the Design College and those whose majors 
were outside the Design College. 
 
Table 4.26 Participants by College / Design and non-design 
 
 (Question 3. Your college and department) 
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Table 4.27 Population breakdown Design and Non-design, race, and gender 
 Female Male Total 
Design Non-design Design Non-design 
Caucasian 62 
(80.5%) 
22 
(57.9%) 
36 
(83.7%) 
7 
(23.3%) 
127 
(67.6%) 
African 
American 
- 1 
(2.6%) 
- 2 
(6.7%) 
3 
(1.6%) 
Hispanic 3 
(3.9%) 
2 
(5.3%) 
3 
(7%) 
- 8 
(4.3%) 
Asian 12 
(15.6%) 
13 
(34.2%) 
4 
(9.3%) 
21 
(70%) 
50 
(26.6%) 
Total 77 
(100%) 
38 
(100%) 
43 
(100%) 
30 
(100%) 
188 
(100%) 115 
 
73 
 
 
4.2.1 Human Pictures 
As Table 4.28 shows, participants judged five pictures they believed had the most secured 
bank’s website. The family picture visually appealed to Asian participants and females the 
most for trust, but Caucasian participants selected the small group photo as the most secured, 
if they needed to use a bank’s homepage. The analysis shown in Table 4.28 gives less than 
five percent of the participants (3.7%) selected the male picture—an Asian female majored 
design and an Asian male from outside of Design College. 
As Table 4.29 shows, overall, thirty-four females (44.2%) and eighteen males 
(41.9%) from the Design College selected the small group picture, but seventeen female 
(44.7%) and thirteen male (43.3%) participants, whose majors were not in Design, selected 
the family picture the most. In addition, there was a significantly different result between not 
divided and divided college in numbers. The Table 4.29 shows analysis of each female and 
male divided by Design and Non-design College group. Sixty-six participants (35.1%) 
selected the small group picture dominantly followed by the family picture (33%). 
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Table 4.28 Picture credibility Design and Non-design 
(D and N indicate Design and Non-design College) 
 
This researcher analyzed how many participants between College of Design and 
colleges outside the field of Design selected the picture for a bank’s website to increase trust. 
According to Table 4.29, the highest trustable picture, the small group photo, included thirty-
four (44.2%) out of seventy-seven females and eighteen (41.9%) out of forty-three males 
majoring Design. 
The second ranked option, the family picture, had seventeen (44.7%) out of thirty-
eight Non-design females and thirteen (43.3%) out of thirty in Non-design males. This 
researcher assumed Design majoring female and male participants felt more trust with the 
small group picture and participants who came from outside the College of Design mostly 
trusted the family picture. 
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Table 4.29 Gender Breakdown: Design and Non-design 
 Female Male Total 
Design Non-design Design Non-design 
1 A male 
 
3 
(3.9%) 
- 3 
(7 %) 
1 
(3.3%) 
7 
(3.7%) 
2 A female 3 
(3.9%) 
3 
(7.9%) 
1 
(2.3%) 
2 
(6.7%) 
9 
(4.8%) 
3 A family 23 
(29.9%) 
17 
(44.7%) 
9 
(20%) 
13 
(43.3%) 
62 
(33.0%) 
4 A small 
group 
34 
(44.2%) 
8 
(21.1%) 
18 
(41.9%) 
6 
(20%) 
66 
(35.1%) 
5 An ethnic 
group  
8 
(10.4%) 
9 
(23.7%) 
8 
(18.6%) 
6 
(20%) 
31 
(16.5%) 
None of 
these 
6 
(7.8%) 
1 
(2.6%) 
2 
(4.7%) 
2 
(6.7%) 
11 
(5.9%) 
Not 
answered 
  2 
(4.7%) 
 2 
(1.1%) 
Total 77 
(100%) 
38 
(100%) 
43 
(100%) 
30 
(100%) 
188 
(100%) 
 
The Design or non-Design data are reported on Table 4.29. The initial assumption, 
however, must be rejected; Table 4.30 shows no significant correlation between the 
preferences of design and non-design college participants. 
 
Table 4.30 Chi-Square of picture data comparing design and non-design participants 
 Value df Asymp. Sig 
(2-sided) 
Pearson Chi-Square 
Likelihood Ratio 
Linear-by-Linear 
N of Valid Cases 
18.790a 
20.703 
.033 
186 
15 
15 
1 
.223 
.147 
.855 
df: degree of freedom 
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4.2.2 Structures 
Table 4.31 demonstrates Option 2 received the highest percentage (43.1%).  As Table 4.32 
shows, sixteen females (42.1%) and seventeen males (56.7%) from outside the Design 
College believed Option 2 had the best structure for a bank than the participants in the 
Design College. 
 
Table 4.31 Structure and credibility: Design and Non-design compared 
 
(D and N indicate Design College and Non-design College) 
 
 
According to the survey results on the topic of structure, Option 2 was the preferred 
structure. The Pearson Chi-Square test reported in Table 4.33 shows no evidence of 
correlation between the different college groups. 
 
 
 
 
  
 
109
Table 4.32 Break down of structure data: Design and Non-design by gender 
 
Female Male Total 
Design Non-design Design Non-design 
1 20 
(26%) 
6 
(15.8%) 
8 
(19 %) 
3 
(10%) 
37 
(20.2%) 
2 29 
(37.7%) 
16 
(42.1%) 
19 
(45.2%) 
17 
(56.7%) 
81 
(43.1%) 
3 25 
(32.5%) 
13 
(34.2%) 
12 
(28.6%) 
9 
(30%) 
59 
(31.4%) 
None of 
these 
3 
(3.9%) 
3 
(7.9%) 
2 
(4.8%) 
1 
(3.3%) 
9 
(4.8%) 
Not 
answered 
  2 
(4.8%) 
 2 
(0.5%) 
Total 77 
(100%) 
38 
(100%) 
43 
(100%) 
30 
(100%) 
188 
(100%) 
 
 
Table 4.33 Chi-Square for structure data: Design and Non-design participants 
 Value df Asymp. Sig 
(2-sided) 
Pearson Chi-Square 
Likelihood Ratio 
Linear-by-Linear 
N of Valid Cases 
6.511a 
6.485 
.321 
186 
9 
9 
1 
.688 
.691 
.571 
df: degree of freedom 
 
4.2.3 Colors 
There were eighty-six participants, who were studying in the Design College and the other 
colleges who selected the blue color (45.7%) from the six prototypes (Table 4.34). 
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Table 4.34 Credibility and Color: Design and Non-design compared 
 
(D and N indicate Design College and Non-design College) 
 
According to Table 4.35, there were thirty-five female (45.5%) and twenty-three male 
(53.3%) participants, who chose the blue color as the most trustworthy from the Design 
College. In contrast, there were two high-ranked colors selected by females majoring in Non-
design—green (42.1%) and blue (42.1%). In addition, participants in other majors, sixteen 
female (42.1%) and sixteen male (53.3%) selected the blue color as well.  
As Table 4.36 shows, statistically, there was no meaningful difference between 
design and non-design college participants’ perceptions of trust based on color. 
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Table 4.35 Breakdown of Color data: Design and Non-design by gender 
 Female Male Total 
Design Non-design Design Non-design 
1 Yellow 5 
(6.5%) 
2 
(5.3%) 
3 
(7%) 
1 
(3.3%) 
11 
(5.9%) 
2 Red 4 
(5.25%) 
2 
(5.3%) 
2 
(4.7%) 
2 
(6.7%) 
10 
(5.3%) 
3 Green 22 
(28.65%) 
16 
(42.1%) 
6 
(14%) 
8 
(26.7%) 
52 
(27.7%) 
4 Purple - - - - - 
5 Gray  8 
(10.4%) 
2 
(5.3%) 
6 
(14%) 
1 
(3.3%) 
17 
(9%) 
6 Blue 35 
(45.5%) 
16 
(42.1%) 
23 
(53.3%) 
16 
(53.3%) 
90 
(47.9%) 
None of 
these 
3 
(3.9%) 
 1 
(2.3%) 
2 
(6.7%) 
6 
(3.2%) 
Not 
answered 
  2 
(4.7%) 
 2 
(1.1%) 
Total 77 
(100%) 
38 
(100%) 
43 
(100%) 
30 
(100%) 
188 
(100%) 
 
Table 4.36 Chi-Square for Color data: Design and Non-design participants 
 Value df Asymp. Sig 
(2-sided) 
Pearson Chi-Square 
Likelihood Ratio 
Linear-by-Linear 
N of Valid Cases 
12.994a 
14.439 
.997 
186 
15 
15 
1 
.603 
.493 
.318 
   df: degrees of freedom 
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4.3 Significant correlations: pictures, structures, colors and other questions 
This study used the SPSS (Statistical Package for the Social Sciences) program to analyze the 
data. These data indicated that a statistically significant correlation exists between colors and 
the payment method for an online store, and between colors and experiences at a financial 
institution’s website. In addition, there was evidence of correlation in between race and 
perceptions of credibility, based on image. Because the survey group was predominantly 
Caucasian and Asian, it was possible to compare these two racial groups. If the number in 
‘Asymp. Sig’ of the Chi-squared table is less than 0.05, there is significant correlation. This 
study can therefore report evidence of a correlation existed between colors and consumer 
confidence, and between method of payment and consumer confidence (Table 4.37). Table 
4.37 shows the participants, who choose the color blue, were those who also made payments 
with credit, debit, or store cards online. There is a correlation of color and the experience to 
perceptions of trust upon accessing a bank’s homepage (Table 4.38). Table 4.38 also 
indicates that the participants who responded best to the blue color had also visited the 
bank’s website before. 
Table 4.39 reveals a pattern among Caucasian and Asian participants, who were 
asked to select an image-based homepage they would be inclined to trust. Caucasians 
reported a perception of trust in response to the small group picture, but Asians reported the 
family picture inspired the greatest sense of trust. There was evidence of a weak (0.62) 
significant correlation. 
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Table 4.37 Chi-Squared Test: payment and color prototype questions 
 Value df Asymp. Sig 
(2-sided) 
Pearson Chi-Square 
Likelihood Ratio 
Linear-by-Linear 
N of Valid Cases 
11.401a 
6.968 
2.150 
180 
5 
5 
1 
.044 
.223 
.143 
   df: degree of freedom 
 
Table 4.38 Chi-Squared Test: experience of visiting a bank’s website and color prototype 
 Value df Asymp. Sig 
(2-sided) 
Pearson Chi-Square 
Likelihood Ratio 
Linear-by-Linear 
N of Valid Cases 
18.177a 
12.530 
1.366 
184 
10 
10 
1 
.0252 
.251 
.242 
   df: degree of freedom 
 
Table 4.39 Chi-Squared Test: between Caucasian and Asian and picture prototype  
 Value df Asymp. Sig 
(2-sided) 
Pearson Chi-Square 
Likelihood Ratio 
Linear-by-Linear 
N of Valid Cases 
10.529a 
10.748 
0.038 
175 
5 
5 
1 
.062 
.057 
.846 
   df: degree of freedom 
 
Summary 
The results of this study indicate that perceptions of trust for the website of a financial 
institution will increase, for Asian participants, by the inclusion of a family picture and for 
Caucasians by a small group picture. Because the African-American and Hispanic 
populations had only a small number of participants, the conclusion was indeterminate with 
  
 
114
regard to these populations. There was a large number of participants majoring in Design. 
Results from participants majoring in Design differed somewhat. Female and male 
participants in the Design departments selected the small group picture, but participants 
studying non-Design majors selected the family picture.  
From the results of the human pictures data analysis, sixty-six participants (35.1%) 
selected the small group picture. However, there were differences when the data was 
analyzed by gender and race. Caucasian females were more likely to select the family picture 
than Caucasian males, who tended to select the small group picture. The numbers show 
differences in the results and there is evidence of a significant correlation by the statistical 
analysis.  
For structure, Option 2 was favored by eighty-one participants (43.1%). It was 
apparent that most genders and races preferred Option 2.  
The participants (47.9%) selected blue as the color most likely to enhance perceptions 
of trust for the homepage of a financial institution. The evidence also indicated that the color 
purple was not an appropriate color if the object is to build trust on a bank’s website. Racial 
differences occurred in the participants’ responses towards the colors blue and green. In 
addition, there were correlations in the payment method of online shopping and experience of 
access a bank’s website in blue color. 
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CHAPTER 5. CONCLUSIONS 
The Internet population has grown quickly and without borders. It has simulated and 
provided many various kinds of online services. Internet banking is fast becoming one of the 
most popular online activities. Even though, people dream about a more convenient life, 
people face ever changing important issues, such as online security.  
An aesthetically appealing website design provides online users a pleasant feeling and 
invites them to trust the website more positively. However, there are no specifics to create 
websites with a professional look that provides trustworthiness. Therefore, this study 
addresses those design components involved to appropriately develop a professionally-
designed website that influences people to believe this particular website is trustworthy. A 
financial institution’s website is a good example for discussion, regarding development of 
online customers’ trust in their bank’s website. Therefore, this study analyzed the homepages 
of twenty banks and obtained results. Each bank had differences in the style of design of the 
homepage, which varied according to the number of human pictures, colors, font types, and 
placement of the login area. Based on the analysis, this research explored three elements of 
design—pictures, structures, and colors—by creating prototypes for a banking website. A 
self-administered web-based survey was tested to discover how the three design elements 
work to deliver trust to the users. 
These are the recommendations for designing a trustworthy bank’s website. 
• Place a small group picture where the human figures appear in an office 
situation. 
• Place menus on top and locate login in the upper left-hand corner. 
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• Use blue toned colors overall, but green also might be regarded for African-
American and Hispanic people. 
 
This research indicates that a human picture and the color blue on a bank’s website 
convey trust. A structure that has the login area on the left-hand side was the most preferred 
structure for a bank’s website. 
The results of this study correlated three design elements to perceptions of trust 
suggesting design strategies for other online sites where trust is a primary consideration, such 
as perhaps the websites of insurance companies or medical facilities. If these kinds of 
companies set out to create a website, it is necessary to be aware of their major customer 
groupings with regard to races. For example, if the online client population is largely Asian, a 
family photo is likely to produce friendly and honest feelings.  
 
Future research 
The results of this study suggest several directions for future research. Most immediately, to 
obtain more precise research data, an even larger population is indicated, particularly with 
regard to Hispanic and African-American groups. It appears there are correlations that relate 
design elements to gender and race. For instance, African-American females and males, and 
Hispanic females agreed that the green color on a bank homepage inspired feelings of trust. 
However, this study cannot conclude that the color green inspires trust among African-
American and Hispanic populations because of the small number of participants. Therefore, 
future research should make additional efforts to incorporate different racial groups. Some 
investigation of cultural issues and expectations is also indicated, because there was a 
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significant difference in the picture perceptions between Caucasian and Asian participants. 
Another area where future research is indicated is with regard to the exact color of blue on a 
bank’s website conveys trustworthiness. Quite a range of colors are called, 'blue;' there is 
blue such as dark blue, sky blue, cyan, and so on. Blue is apparently significant in producing 
feelings of trust, it seems necessary to know which RGB blue color or colors have this effect.  
 
Limitations  
This research has several limitations. First, all prototypes for this research were sized smaller 
than what most current websites use. There were some technical issues to uploading 
restricted image file sizes at once in the online survey website (surveymonkey.com). Second, 
the total population of the participants (188) was students studying at Iowa State University, 
a Midwestern location. They were limited in this area as undergraduates, graduates, and PhD 
students. Therefore, these results may not be the same for other areas of the United States. 
Future studies should include a wider population sample. 
Third, the dominant population of participants (63.8%) was Design majors. This 
might affect the results, since design majors are more savvy in web design, color 
coordination, and appropriate layout. 
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LETTER OF INFORMATION  
 
Title of Study: Credibility test of a bank’s website design 
Investigators:  Principle Investigator: SeungYeon Ha 
 Major professor: SungHyun Kang  
THIS IS A RESEARCH STUDY. YOU MUST BE 18 YEARS OLD OR OLDER TO 
PARTICIPATE. PLEASE TAKE YOUR TIME IN DECIDING IF YOU WOULD LIKE TO 
PARTICIPATE AND FEEL FREE TO ASK QUESTIONS AT ANY TIME.  
INTRODUCTION 
The purpose of this study is to examine the credibility of a bank website for 100 (50 male, 50 
female) ISU students. The research will ask about the credibility of image, color, and layout. 
 
 
DESCRIPTION OF PROCEDURES 
If you agree to participate in this study, your participation will last for approximately 15 
minutes. You will access the website via computer. 
You may skip any question that they do not wish to answer or that makes you feel 
uncomfortable. 
 
RISKS 
There are no foreseeable risks in this study. 
 
BENEFITS TO SOCIETY AND PARTICIPANTS 
The knowledge or information also gathered in this research will help future research in 
designing a bank website credibility for online banking users. 
 
COSTS AND COMPENSATION   
Your participation is completely voluntary. However, you can get a chance to win a Target 
$20 gift card prize. The winner will be drawn at random from all completed surveys received 
by May 8, 2009, and the winner will be notified by email on that day. 
 
PARTICIPANT RIGHTS 
Your participation in this study is completely voluntary and you may refuse to participate or 
leave the study at any time. If you decide to not participate in the study or leave the study 
early, it will not result in any penalty or loss of benefits to which you are otherwise entitled. 
During the testing, if you feel uncomfortable at anytime you can quit. 
 
CONFIDENTIALITY 
Your individual responses will be kept in strict confidence. Your personal information 
provided will not be associated with your response. This Principle Investigator will use a 
protected personal password, to access data from the survey website. All your identifying 
information for the Target $20 gift card prize will be removed after the drawing on May 8, 
2009.  
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QUESTIONS OR PROBLEMS 
You are encouraged to ask questions at any time during this study. For further information 
about the study contact  
P.I: SeungYeon Ha at 515-520-7559 or email nicemeet@iastate.edu 
Major professor: SungHyun Kang at 515-294-1669 or shrkang@iastate.edu 
 
 
If you have any questions about the rights of research subjects or research-related injury, 
please contact the IRB Administrator, (515) 294-4566, IRB@iastate.edu, or Director, (515) 
294-3115, Office of Research Assurances, 1138 Pearson Hall, Iowa State University, Ames, 
Iowa 50011. 
Thank you very much for your participation. 
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APPENDIX C. SURVEY METHODS 
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(Email script) 
 
 
Title of the Study: Credibility test of a bank website  
 
Hello. 
My name is SeungYeon Ha, a graduate student at Iowa State University. The purpose of my 
thesis research is to discover which factors affect people’s trust and to use those factors to 
design a bank’s website. 
 
My survey will take approximately 15 minutes. 
 
If you are interested in being a participant and you are 18 years old or older, please follow 
the instructions below by May 8.  
  
Your participation is completely voluntary, but you can get a chance to win a Target 20$ gift 
card prize. The winner will be drawn at random from all completed surveys received by May 
8, 2009, and the winner will be notified by email on that day. 
 
You may refuse to answer any question that seems too personal, or you may stop the survey 
at any time. All of the information you provide will be kept strictly confidential and reported 
in summary form only. No individual will be identified, nor will your name be attached to 
any data. At the project's end, the researcher will destroy any personal identifying 
information.  
 
Your individual responses will be kept in strict confidence. Your personal Information will 
not be associated with your response. The principal researcher will use a protected password, 
to access data from the web-based survey.  
 
The survey is located at the website listed below: 
www.surveymonkey.com/s.aspx?sm=NZS1MgC2QaxLuhKDx1YeWw_3d_3d 
 
 
 
The survey website will be open between April 20th and May 8th, 2009.  
 
Thank you and have a good one! 
 
SeungYeon Ha 
(515)520-7559   nicemeet@iastate.edu 
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(Flier) 
Volunteers 
Needed for survey 
 
Are you willing to spend 15 minutes 
participating in a website credibility 
test? 
 
The purpose of the study is to discover the credibility of a 
financial website. 
 
Your participation is completely voluntary, but you can get a chance to win a 
Target $20 gift card prize. The winner will be drawn at random from all 
completed surveys received by May 8, 2009, and the winner will be notified by 
email on that day. 
 
If you are an ISU student whose age is 18 years old or older 
and you are interested in participating this study,  
please visit the website: 
www.surveymonkey.com/s.aspx?sm=NZS1MgC2QaxLuhKDx1YeWw_3d_3d 
Contact information: 
 
SeungYeon Ha (515)520-7559  nicemeet@iastate.edu or 
Professor Sung Hyun Kang (515)294-1669 shrkang@iastate.edu 
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Word of Mouth Script for Soliciting Credibility Test 
 
 
 
 
 
Good morning or good afternoon. My name is SeungYeon Ha. I am working on a project 
evaluating the credibility of a bank website design. I am looking for people to participate in 
this study who are 1) ISU students and 2) 18 years old and older.  It will take approximately 
15 minutes of your time to complete various tasks. I really would appreciate it if you could 
be one of the people to test this website design.  
Your participation is completely voluntary, but you can get a chance to win a Target $20 gift 
card prize. The winner will be drawn at random from all completed surveys received by May 
8, 2009, and the winner will be notified by email on that day. 
We also will gain a great understanding of accessing websites and the defining credibility of 
such sites. Would you be interested in participating in a study such as this one? Thank you. 
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APPENDIX D. SURVEY QUESTIONS 
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Participant’s profile 
 
1. Gender 
 ( ) Female  ( ) Male 
 
2. You are 
 ( ) Undergraduate student  ( ) Graduate student  ( ) PhD student 
 
3. Your college & department  
 ( ) Agriculture & Life Sciences   ( ) Business   
 ( ) Design       ( ) Engineering    ( ) Human Sciences   
 ( ) Liberal Arts & Sciences    ( ) Veterinary Medicine   ( ) Not decided yet 
 
4. Your racial group is 
 ( ) Arabic/Middle Eastern   ( ) Asian/Pacific Islander 
 ( ) Black/African American   ( ) Hispanic 
 ( ) Native American Indian   ( ) White/Caucasian  
 
5. Your income range a month is 
 ( ) Less than 500 US dollars 
 ( ) Between 501 and 1,000 US dollars 
 ( ) Between 1,001 and 2,000 US dollars 
 ( ) More than 2,001 US dollars 
 
6. How often do you access the Internet a day by computer? 
 ( ) One or less   ( ) 2-4 times  ( ) 5-7 times  ( ) 8 or more  
 
7. How much money do you spend at online store (i.e. Amazon.com, Ebay.com, Hotwire.com, or etc) 
 ( ) None 
 ( ) Less than 50 US dollars 
 ( ) Between 51 and 100 US dollars 
 ( ) Between 101 and 500 US dollars 
 ( ) More than 501 US dollars 
 
8. How do you make payments to online store (i.e. Amazon.com, Ebay.com, Hotwire.com, or 
etc)?   
( ) Credit, debit, or the store card   ( ) Send check   ( ) Other 
 
9. Have you ever visited any bank’s website before?  
 ( ) Yes   ( ) No   ( ) Don’t remember 
       
10. Have you ever used online banking? 
 ( ) Yes (Please, go to question 12.)   
 ( ) No (Please, go to question 11 and go to next step.)   
 
11. If you do not visit your bank’s homepage, what is the main reason? 
 ( ) Feel better going to retail bank 
 ( ) Do not know how to use it or not familiar  
 ( ) Not interested in online banking 
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 ( ) Other (Please specify:                                             ) 
 
12. If yes, 
how often do you use your financial website in a month ?   
 ( ) Once or less  
 ( ) 2-3 times  
 ( ) 4-6 times   
 ( ) 7 or more  
 
13. What is your main purpose for accessing the bank website?    
 ( ) Check the balance on your account/ credit card 
 ( ) Transfer your money to other accounts 
 ( ) Make payments 
 ( ) Get information on funds, loans, insurances, and so on.  
 ( ) Other (Please specify:                                             ) 
 
 
Part2 
 
 
1. If these are pictures on your bank’s website, which would cause you to trust the bank the most? 
 ( ) 1  ( ) 2  ( ) 3   ( ) 4   ( ) 5   ( ) None of these 
 
2. Would you explain the reason why you choose the picture?  
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3. If these web structures are on your bank’s website, which one do you prefer to use? 
 ( ) 1  ( ) 2  ( ) 3   ( ) None of these 
 
4. Would you explain the reason why you choose the web layout? 
 
 
 
 
 
5. If these are colors on your bank’s website, which would cause you to trust the bank the 
most? 
 ( ) 1  ( ) 2  ( ) 3   ( ) 4   ( ) 5   ( ) 6  ( ) None of these 
 
6. Would you explain the reason why you choose the color? 
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